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On the 
printed in full the text of the new sup 
774 


following pages we have 


plement to Public Law regulating 


milk prices during the present crucial 


period in our national history. To men 


accustomed to a free market and born 


to the great traditions of liberty that are 
our heritage S.R.63 will not be a wel 
come addition to existing reguiations. 
There will be grumblings and criticism 


and even attempts at evasion. But to ali 


thinking men, imperfect as the regula- 


tion may be, it will be recognized for 


what it is, a weapon of war. Weapons 


Let us use it as 


the 


are made to be used. 


free. men determined to preserve 


mighty legacy that is ours. 


NM. 
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E. W. TIEDEMAN 


Chief of the Dairy Branch 
Office of Price Stabilization 


HE GENERAL 


Regulation issued on January 26, 


Ceiling Price 

1951, pointed out that the gen- 
eral freeze which it imposed on prices 
at all levels of production and dis 
tribution was an emergency measure 
made imperative by the urgency ot 
bringing the inflationary 
halt. 


of holding prices on a 


spiral to a 
It was intended to be a means 
broad front 
until specific regulations for individ- 
ual industries could be formulated 
and issued. This supplementary regu 
lation to the General Ceiling “Price 
Regulation establishes «a method 
whereby area milk price regulations 
may be issued adjusting ceiling prices 
for fluid milk products in individual 


milk 


marketing areas 


The dairy industry is among the 


first six industries in importance to the 
nation’s economy. A substantial seg- 


ment of the industry is represented 


by more than 4,500,000 farmers lo 
cated throughout the United States 
owning milk cows. These dairy farm- 
ers during the month of May 


1951 made available for 
tion 11,856,000,000 pounds of milk. 


Equally important in the industry are 


consump- 


thousands of processors and distribu- 
tors. Of the total milk 


produced, approximately 66 percent 


quantity of 
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The complete text of the Office of Price Stabilization’s neu sup- 
plementary regulation 63 concerning milk prices is printed belou 
The regulation is a refinement of the General Price Ceiling Regulation 
of last January and is an attempt to implement the promise of local 
solutions for local problems contained in that order. In the following 
text S.R. means supplementary regulation. 
Price Ceiling Regulations. The forms referred to may be secured at 
any local Office of Price Stabilization. For better or worse this regu- 
lation is a weapon of war. It should be so regarded by the milk industry 


GCPR means General 





is consumed as fluid milk, cream, and 
milk products; it is sold to the con 
sumer in grocery stores, dairy stores, 
or from wholesale and retail route 
delivery trucks of the processors and 


distributors. 


The perishability of the product 
and the local nature of milk produc 
tion and consumption have estab- 
lished an area pattern of marketing, 
referred 
This 


area character of milk production and 


which areas are frequently 


to as “milk marketing areas”. 
consumption has necessarily estab- 
lishecl regulation of the industry on 
a geographical basis, both from the 
viewpoint of health regulations and 
economic regulations affecting the pro 
duction and marketing of milk. The 
Office of Price Administration, in the 
1942 to 1946, adopted 
the area approach in 

The 
under the Agricultural 
Marketing Agreement Act of 1937, as 


amended, 


period from 
administering 
control. 


price Department ot 


Agriculture, 
uses the 


area pattern for 


the purpose of establishing minimum 


prices to dairy farmers, and there are 


now in effect Federal marketing agree 
ments, licenses, or orders for approxi 
marketing areas in the 
States. State milk 
the marketing area 


mately forty 
United 


agencies also use 


control 


approach 


Supplementary Regulation 16 
which contains a procedure for ad 
justment of ceiling prices upon peti 
tion of some state milk control agen 
cies, is being revoked. Until an area 
milk price regulation is issued for a 
particular area under this supplemen 
tary regulation, processors and dis 
tributors will retain their ceiling prices 
for milk, cream, and milk products 
for Huid consumption pursuant to th 
General Price 


Ceiling Regulation 


modified only by permissive _ pass 


throughs for increased prices paid 


for milk or other agricultural com 


modities. 


Retail stores are not covered by 
this supplementary regulation. Fixing 
of ceiling prices for such stores re 
quires techniques different from those 
provided by this supplementary regu 
lation. Retail stores will remain unde! 
the General Ceiling Price Regulation 
under section |! 


which means that, 


(c) thereof, they may adjust their 
ceiling prices for fluid milk product 
by the amount of any price increase 
charged to them by their suppliers 
whether or not due to parity adjust 
ments. However, future amendment 
to this supplementary regulation ma\ 
ceiling 


idd provisions relating to 
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prices tor milk products sold trom 
retail stores. 


Since there are hundreds of mar- 
keting areas of varying sizes with 
peculiar local problems, area milk 
price regulations under this supple- 
mentary regulation will be issued by 
the District and Regional Directors 
of the Office of Price Stabilization. 
Petitions for the issuance of such reg- 
ulations will be acted upon as quickly 
as possible. 


Area milk price regulations will pro- 
vide either uniform dollar-and-cent 
ceiling prices or uniform adjustments 
of GCPR ceiling prices in a particu 
lar marketing area. Such regulations 
may be issued by the Office of Price 
Stabilization upon its own initiative 
or upon the basis of petitions submitted 
by processors or distributors or state 
milk control agencies. In general, ad- 
justed ceiling prices will be deter- 
mined by taking the prices in effect 
during the period January | to June 
30, 1950, and by adding increases and 
deducting decreases in costs per sales 
point of (1) direct labor (including 
distribution labor and commissions); 
2) containers, cans, and cases; and 
3) raw milk and other agricultural 
commodities or products thereof. 
Other criteria will be considered when 
relevant. An alternative six months’ 
pre-Korean period may be adopted 
as a base period, if a petition estab- 
lishes that the January 1 to June 30, 
1950, period was unrepresentative. 


Prices Tied to Costs 


Section 8 of this supplementary 
regulation contains certain provisions 
which relate to the computation of the 
parity pass-through and which in gen- 
eral follow the pattern of section 11 
ot the General Ceiling Price Regula- 
tion. It is provided, however, that 
each particular area regulation will 
contain a statement of milk costs, and 
price increases occasioned by increas- 
ing costs of milk will be computed 
om the basis of the dollar-and-cent 
difference between current costs and 
the stated costs. The 
requires that prices must 
when the cost of milk decreases. 
While such a provision is administra- 


section also 


decrease 


tively impractical in a general regu- 
lation such as the General Ceiling 
Price Regulation dealing with a multi- 
tude of industries with different pul 
chasing and cost patterns, in a par- 
ticular industry such as milk it is prac 
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tical and desirable under the method 
of establishing ceiling prices which 


is here contemplated. 


In the judgment of the Director of 
Price Stabilization the provisions of 
this Supplementary Regulation 63 to 
the General Ceiling Price Regulation 
are generally fair and equitable and 
are necessary to effectuate the pur- 
poses of Title IV of the Defense Pro- 
duction Act of 1950, as amended. 


The Director of Price Stabilization 
gave due consideration to the national 
effort to achieve maximum produc- 
tion in furtherance of the objectives 
of the Production Act of 
1950, as amended; to prices prevail- 
ing during the period from May 24, 
1950, to June 24, 1950, inclusive; and 


to all relevant factors of general ap 


Detense 


plicability. 


The Director has consulted the in- 
dustry to the extent practicable and 
has given due consideration to its rec 
ommendations. 


REGULATORY PROVISIONS 


1. What this suppl tary regulation does. 

2. Where this supplementary regulation ap- 
plies. 

3. Sellers and sales covered by this supple- 

+, Lesei 
y oy 

4. Applications for area price adjustments. 

5. Alternative base period. 

6. Criteria to be applied in adjusting ceil- 
ing prices. 

7. Action to be taken by the Office of Price 
Stabilization. 

8. Parity adjust 
tions. 

9. Milk products not covered by area milk 
price regulations. 

10. Records. 

11. Definitions. 

12. Charges lower than ceiling prices. 

13. Sales slips and receipts. 

14. Petitions for amendment. 

15. Evasion. 

16. Penalties. 

17. Delegation of authority. 








ts and r di 





of frac- 


Authority: Sections 1 to 17 issued under 
sec. 704, 64 Stat. 816, as amended; 50 U.S. C. 
App. Sup. 2154. Interpret or apply Title IV, 
64 Stat. 803, as amended; 50 U. S. C. App. 
Sup. 2101-2110, E. O. 10161, Sapt. 9, 1950, 
15 F. R. 6105; CFR, 1950 Supp. 


SECTION 1. What this supple- 
mentary regulation does. This sup- 
regulation provides a 
method for establishing and adjust- 


plementary 


ing ceiling prices of milk products 
for fluid consumption (as defined in 
section 11), hereinafter referred to as 
milk products, for individual market- 
ing areas by the issuance of area milk 
price regulations applicable to indi- 
Each 


seller subject to this supplementary 


vidual milk marketing areas. 


shall remain under the 
General Ceiling Price Regulation for 
each milk product until an area milk 
price regulation is issued fixing ceil- 
ing prices for the milk product in his 
marketing area. Supplementary Reg- 
ulation 16 to the General Ceiling 
Price Regulation is being revoked, but 
orders issued thereunder remain in 
effect until an applicable area milk 
price regulation becomes effective. 

SEC. 2. Where this supplementary 
reguation applies. The provisions of 
this supplementary regulation are ap 
plicable to the United States, its Ter- 
ritories and possessions, and the Dis 
trict of Columbia. 


regulation 


Who Is Involved 


SEC. 3. Sellers and sales covered 
by this supplementary regulation. This 
supplementary regulation covers sales 
of milk products by processors, dis- 
tributors, and operators of receiving 
plants. A processor is any person who 
pasteurizes, blends, treats, compounds, 
manufactures, or packages milk prod 
ucts for fluid consumption. A proces- 
sor may also be a distributor. A dis 
tributor is a person who buys pack 
aged milk products in the same form 
in which he sells them and, for the 
purposes of this supplementary regu- 
lation, excludes the operator of a re- 
tail store. A receiving plant receives 
bulk milk from dairy farmers, cools, 
and assembles it for sale in bulk to a 
processor for ultimate consumption as 
milk products in a marketing area. 


SEC. 4. Applications for area price 
adjustments—(a) How you file. If you 
are a processor or distributor of milk 
products, you may petition the Office 
of Price Stabilization for the adjust- 
ment of ceiling prices in a particular 
marketing area. You file your peti- 
tion with the District Office of the 
Office of Price Stabilization if the en- 
tire marketing area or the major part 
thereof is within the jurisdiction of 
such office. If there is no district of 
the Office of Price Stabilization which 
includes the entire marketing area or 
the major part thereof, you file your 
petition with the Regional Office in 
the reigon of the Office of Price Stabi- 
lization having jurisdiction over the 
largest city in the marketing area. 
Your petition must include the re- 
quired information for all your sales 
outlets in the marketing area, either 
separately or on a consolidated basis. 
Joint petitions may be filed by any 


7 








processors O1 distributors in the mar 
keting area. Such petitions may also 
be filed on behalf of any of the pro 
cessors or distributors in the milk mar- 
keting area by any state milk control 
agency which establishe: minimum re- 
sale prices for milk products in that 
area. However, information required 
by (b) (5) to (9) of this section, inclu- 
sive, shall be supplied separately for 
each processor or distributor covered 
by the petition. If the information re- 
quired under (b) (5), (b) (8), or (b) 
Y) of this section is identical for all 
petitioners, it need not be submitted 
separately. Persons who operate re- 
ceiving plants may also petition and 
furnish such information listed in (b) 
of this section as is applicable to their 


operations. 


(b) Contents of petition. The peti- 
shall be 


shall contain the following informa- 


tion filed in duplicate and 


tion: 


(1) The hame and address ot peti- 


tioner, and if a joint petition or a 
petition by a state milk control agency, 
the hame and address ot each pro- 
cessor and distributor covered by the 
petition. 


(2) A description of the marketing 


area for which the petitioner requests 
the adjustment of ceiling prices. I 
this marketing area is not established 
under a Federal order or by a state 
milk control agency, you may describe 
your marketing area on the basis of 
past and present marketing patterns, 
clearly indicating the boundaries and 
the justification for your proposed 
marketing area. 


> 


(3) To the extent that you do not 


buy or sell subject to a marketing 
agreement, license, or order for a mar- 
keting area under the Agricultural 
Marketing Agreement Act of 1937, as 
amended, or a state milk control law, 
submit a complete description of any 


buying plan in which you participate. 


(4) An explanation of why the ceil- 
ing prices under the General Ceiling 
Price Regulation should not be con- 
tinued and why new ceiling prices 


established. 


(5) Monthly 
the dairy 


should be 


average prices paid 


farmers and others, and 
applicable butterfat and other differ- 
entials, beginning with the first month 
of the base period (as defined in sec- 
tionl1) to date, for (i) each applicable 
classification price of milk and (ii) the 


uniform or blend prices to dairy tarm- 


8 





MILK GOES TO MARKET 


When 15,000,- 
000,000 pounds of milk moves 


Wisconsin's 


from the farm to the dairy plant 
nearly 
150,000,000 miles of highways, 


each year it travels on 
says a report from Wisconsin s 


Crop Reporting Service. 


The total milk 
transported annually in the state 
would fill 163,000,000 milk cans 
and it requires 5,800 milk trucks 


amount ot 


to do the job. 


The report shows that only 


one farmer in eight hauls his 
own milk and two out of three 
make use of contract haulers. 
The milk is picked up from one 
farms by trucks 


out otf tour 


owned by dairy plants. 


75% of the state’s milk haul 
ing is’ done on town and county 
roads with only 8% of the travel 
being on dirt roads. 


Farmers who deliver thei 
own milk average a 3-mile trip 


milk 


20-mile average 


while the trucks cover a 


round trip. 


This movement of Wisconsin's 
annual milk output covers a dis 
tance equal to 6,000 trips around 
the world. 


through a survey made by the 


figures were obtained 
Crop Reporting Service tor the 
Wisconsin Legislative Council. 











ers. Handling charges incurred in 


buying milk from an operator of a 
receiving plant shall be stated sepa 


If the 


changed 


rately. price or handling 


charge during the month, 


obtain a weighted average tor the 


month. 


(6) The following costs applicable 
to milk 


period and tor the most recent month 


products during the base 


for which information is available, 
hereinafter referred to as the “current 
Direct 


labor and 


yeriod.” (i) labor (including 
I 


distribution commissions ); 
and (ii) containers, cans, and cases. It 
lawful increases in labor costs have 
been contracted for pursuant to any 
collective bargaining agreement, the 
terms of which are not vet in effect 
at the time the petition is filed, you 
may furnish information on the basis 


of which this labor cost may be pro 


jected into the future. (No increase 
however, of a ceiling price based upoy 
projected labor cost will be made ef. 
fective prior to the effective date of 
such labor cost increase.) The infoy. 
mation pertaining to the costs enum. 
erated under this paragraph 6 should 
be submitted on Office of Price Stabj. 
lization Public Form No. Pub. 81, jf 
the current period is not representg. 
strikes, 


floods, or other unusual occurrences 


tive because of price wars 
make your calculations on the basis 
of a more representative current per. 
riod and state the reasons why and 
the extent to which the most recep; 


period is not representative 


(7) Milk product sales by fluid 
milk, cream, cheese, or other major 
classifications exclusive of sales 


other processors, expressed in product 
pounds and sales points for the bas 


period and the current period. 


(8) (i) A schedule of selling prices 
of all items of milk products effec. 
tive January 1, 1950, and each new 
schedule put into effect prior to July 


1, 1950. 


(ii) Ceiling price for each _ item 
established originally pursuant to the 


General Ceiling Price Regulation. 


(iii) The monthly average ceiling 
price (or selling price if lower) for 


each item for the current period. 


(iv) If a base period other than 
January to June 1950 is approved by 
the Office of Price Stabilization pur 
suant to section 5, prices during such 
other base period, according to {i 


above. 


(9) A statement of the requested 
ceiling price for each item as defined 
in section 11 of this sipplementary 
regulation. 

(10) 


tive base period in accordance with 


If you petition for an alterna- 


section 5 of this supplementary regu- 
lation, the Office of Price Stabilization 
on. the 


basis of representative samples, of con- 


will require the submission 


densed annual earnings statements {01 
1946 through 1950, both 


inclusive, if the processors and dis 


the vears 


tributors covered by the petitions wert 
in operation for such period; and cot- 
densed quarterly earnings statements 
for each quarter since January |, 1951 
These statements will be obtained 0 
basis and sepa 
fluid milk 


products in accordance with this reg: 


an overall company 


rately for operations in 
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Rice & Adams 

case washer with 
the two-section 
double tray strainer 


! RICE & ADAMS EQU'PMENT DIVISION i 
Dept. RA-103, Buffalo 17, New York i 


Sentlemen: Please send your latest illustrated 
catalogs with no obligation to me. 


I We wash cases per hour. 

Nome 

Firm 

Address | 
| =a State - i 
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> These quick-removal Strainers in the Rice & Adams 
case washer do a yeoman job. Debris is caught inside 
and cannot roll, drop, or be knocked off or out until 
after the strainer has been removed from the machine. 


Efficiency of operation is maintained by the exclusive 
Rice & Adams safety device which automatically stops 
the conveyor when the screens become clogged. Another 
safety feature will not allow the washer to be operated 
before screens have been replaced. 


Less floor space is required. The R & A Case Washer can 
be placed 18”’ from the wall on the side from which the 
strainer is removed, due to the two-piece strainer con- 
struction. It is readily accessible inside and out. A pre- 
wash evaporates the loose soil and softens the hardened 
grime. To climax this thorough operation, a high-pressure, 

chisel-shaped wash jet literally blasts the dirt off with a 
sharp cutting action. 


Learn why thousands of plant operators have been re- 


lying on Rice & Adams quality equipment for over 40 years. 
Mail the coupon today for full information. 


E «ADAM 


ia 


Equipment Division, Pressed Steel Car Company 
Buffalo 17, New York * Telephone: Bedford 8622 
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LOCAL MILK COMPANY 
BOSTON ; 
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OUR cons ARE 
NOT 
CONTENDED. 
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PRODUCED IN THE UNITED STATES, 


CENT 


IS CONCIDERED AS 


“WINTER BUTTER" 


WITH AN AVERAGE 
VITAMIN A POTENCY” CLOSE 
TS 11,000 1.U. PER PobND 
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EARL 


MADE Wi HANDMADE NAILS 


\HANX To THE 
PENNBROOK MILK Co 


GWINN COLLECTION, 
PHILA, PA 








FINISH AND 
APPEARANCE 








ulation. These statements shall be 
furnished on Office of Price Stabiliza- 
tion Public Form No. Pub. 82. The 
Office of Price Stabilization will select 
a representative sample so as to ob- 
tain information on earnings of small, 
medium, and large processors and dis- 
tributors in the marketing area in- 
volved. Balance sheets on Office of 
Public No. 
Pub. 83 will also be required. Copies 
of these 


Price Stabilization Form 


forms as well as the form 
mentioned under (6) hereinabove can 
be obtained in any office of the Office 
of Price Stabilization. 


(11) Certification. If you file a sep- 
arate petition you shall attach the fol- 
lowing certification signed by you or 
by your authorized representative: “I 
certify that the information furnished 
herein is true and accurate to the best 


10 


of my knowledge and belief.” Where 
joint petitions are filed, the informa- 
tion required by section 4 (b) (5) 


through (9) shall be certified by each 
individual covered by the petition in 
the form indicated above. However, 
the information contained in section 
4 (b) (1) through (4) may be certified 
by the representative of the joint peti- 
state milk 
agency in the following form: 
tify that the furnished 
herein which pertains to the business 
the 


based 


tioners or by a contro] 
“I cer- 
information 
of others or to marketing area 
reliable data 
such information to be 


generally is on 
and I believe 


true and acct irate.” 


SEC. 5. Alternative base period. If, 
for a particular marketing area, the 
base period as defined in section 11 
(a) of this supplementary regulation is 


not norma | 


representative of oper 
tions in that area because of strikes 
price wars, floods, or other tnusyal 


occurrences, you may petition the Djs. 
trict or Regional Office of the Office 
of Price Stabilization, as specified jy 
section 4 (a) of this supplementan 
regulation, for use an 
alternative period 
Your petition shall be certified in a¢. 
(b) (11) and 
following: 


permission to 


six months base 


cordance with section 4 


shall include the 


(a) The information contained jy 
section 4 (b) (1) through (4), and, j 
addition, the approximate number of 


processors and distributors in the area 
the proposed dividing lines betwee 
small, medium, and large processor; 
and distributors, depending on the an 
nual volume of business; 
list of and dis. 


tributors doing business in the market 


a reasonabh 
complete processors 
ing area, classified as small, medium 
and large, to enable the Office of Price 
Stabilization to obtain earnings infor 
mation in accordance with paragraph 
(10) of section 4 (b). 


of the 
unusual occurrences which make the 


(b) A complete statement 


base period unrepresentative of vow 


normal operations and an analysis 


showing the effect of the unusual o 
currences during the 


base period on 


prices, costs, and volume of sales, 


(c) A statement of what alternativ 
six months base period prior to Jun 
30, 1950, 


operations, 


is representative of 
the 


vou 


and reasons why. 


You need not file the information 
set forth in section 4 (b) (5) to (9) un- 





til you have been informed by the 
Office of Price Stabilization of the bas 
period to be used. 

SEC. 6. Criteria to be applied in 
adjusting ceiling prices. In determin 
ing whether an area milk price regula- 
tion should be issued, 
the 


and in adjust 
ing ceiling prices, following cri 
teria will be used. 

(a) The historical marketing pattern 
the 


area where ceiling prices should be 


determining precise marketing 


adjusted simultaneously. 


(b) The base period prices plus the 
the 
creases, per sales point from the base 


cost increases, or less cost de- 
period to the current period for the 
costs specified in section 4 (b) (6) of 
this supplementary _ regulation, the 
costs of agricultuial commodities in- 
cluding raw milk or products processed 


(Please turn to Page 14) 
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eriod o1 : — : 

Y : If you consider future deliveries and uniform 
O Sales. 

eet quality when you choose a paper milk container, 
alternativ: 
or to Jun you must consider International Single 
e of vou ; . 2 . 
as why Service Pure-Pak* container. We plant our own pine 





nformation seedlings—6,100,000 last year—and gave over 





) to (9) un- 5,000,000 to independent growers... maintain a corps of 
ed by the 


of the base foresters to keep future growing up to International standards. 


The result... a perpetual supply of raw material for the world’s 
applied in 
| determin 
‘ice regula- you specify International Pure-Paks. BUILD MILK VOLUME 

in adjust 
owing cri 


finest milk containers. That’s why you can’t go wrong when 


Milk sales naturally go up when you switch 


to Pure-Pak. Everyone prefers them... 
ing pattern . 
ting stores and customers. Yet more business doesn’t 
marke 

should be mean more work for you. Our inventory control 


and prompt deliveries make 
es plus the 
e cost de- easier for you to handle. 
m the base 
od for the 
| (b) (6) of 
ation, the 
10d ities in- 
s processed 
. 14) 


Write for the full story now. 


*Reg. by Excello Corp. of America 








INTERNATIONAL PAPER COMPANY 


SINGLE SERVICE DIVISION, NEW YORK 17, N. Y. 
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standardize 
clarify mid 


Pik 


SO PALACE hor or cold milk 
in OMREC machine 





THE NEW SHARPLES, 


(Multi- 
Purpose) 


Here are the FACTS about the Sharples MP 


Real Standardization within close limits (1/10 of 1% 
butter fat). Not just part standardization, but to any 





desired butter fat content below that of incoming 
milk. For instance you can standardize 4.5% milk 
to 2.0%; or 3.7% milk to 3.3% with but a simple 


external adjustment—and clarify at the same time. 





You can adjust butter fat content of cream to any 





desired percentage up to 40% while standardizing. 


Standardize regardless of the temperature of the 
milk, in the range of 40° to 160°F, and clarify at 
the same time. 





The same MP will clarify without standardizing. 








The same MP will separate hot or cold milk as 
efficiently as the Sharples Cold Milk Separator. 





Remember? Sharples first intreduced the Stand- 
ardizer at the Dairy Show in October 1950. 


All of this is accomplished merely by making simple external adjustments — 


NO BOWL CHANGES ARE REQUIRED! 
THE NEW SHARPLES PRESUR-SEALD [Ta 
1S THREE MACHINES IN ONE... 


Sold and Serwiced by reliable dealers everywhere 
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e 


What Does the Sharples [T) Mean 
in Your Dairy Processing ? 


@ Your investment is materially reduced—one machine standard- 
izes and clarifies simultaneously, separates hot or cold milk, 
or simply clarifies. For many dairies this machine does the 


work previously requiring two machines. 
aa 


@ Handsome Profits from Standardization. 











@ Hours less cleaning required—many dairies can standardize, 





clarify and separate without machine shut down. 


@ Simplified piping and only one pump required. 





@ Unexcelled flexibility of processing — without added investment. 





@ Less Floor Space—one machine instead of two machines or a 





separator with clarifier bowl. No bowl change of any kind. 


CAPACITIES — SHARPLES MP 























Standardize 
Separate Ibs./hr. Clarify & Clarify 
Hot Cold 
R-20MP 11,000 6,000 11,000 11,000 
R-15MP 7,000 4,000 7,500 7,500 
R-1OMP 3,500 2,000 4,500 4,500 

















; 6 


HEN THE SHARPLES PRESUR-SEALD Ca iS FOR 











If your needs are to standardize and clarify only 


THE SHARPLES PRESUR-SEALD CLARIFIER STANDARDIZER 


is the answer 
































Clarify Clarify & The CZ Clarifier Standardizer is ideal for plants requir- 

Model Ibs./hr. Stand. Ibs./hr. ing high hourly processing rate; or handling large 

daily volumes of milk. The same CZ will clarify 

R-20CZ 20,000 20,000 without standardizing as efficiently as any other 
R-15CZ 12,000 12,000 Sharples disc type clarifier— 





The Sharples MP Standardizer—Clarifier, Separator, and the 
Sharples CZ Clarifier Standardizer are further proof of the fact that 


Your Best Investment is Sharples 
Write today for Bulletin 1265. 


SHARPLES 


THE SHARPLES CORPORATION | Dairy Equipment Division | 2300 Westmoreland Street, Philadelphia 40, Pa. 
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therefrom which are ingredients of 
milk products, up to parity or the 
other legal minima as determined by 
the Secretary of Agriculture, and han- 
dling charges as specified in section 4 
b) (5). 


(c) A fair and equitable margin for 
processors and distributors in accord 
ance with the Defense Production Act 
of 1950, as amended. 


SEC. 7. Action to be taken by the 
Office of Price Stabilization—(a) When 
the Office of Price Stabilization will 
act. The Office of Price Stabilization 
will issue area milk price regulations 
fixing ceiling prices for milk products 
for a particular marketing area, upon 
petition or on its own initiative, when 
in its judgment, after verification if 
deemed desirable, it has accurate and 
adequate information from a_ repre 
sentative portion of the processors and 
distributors in the area, and this in 
formation indicates that an area reg 
ulation would be appropriate under 
the criteria set forth in section 6 of 


this supplementary regulation. 


b) Orders for additional informa- 
tion. If the Office of Price Stabiliza 
tion does not consider that the peti 
tions received are representative o1 
contain accurate and adequate infor 
mation, or if it determines to fix ceil 
ing prices on its own initiative, the 
Office of Price Stabilization may order 
such information as is necessary under 
the provisions of this supplementary 
regulation from any processor, distrib 


utor, or operator of a receiving plant. 


milk 


price regulations. An area milk price 


(c) Basic provisions of area 
regulation adjusting ceiling prices for 
a marketing area will contain ceiling 
prices for certain items of milk prod 
ucts, stating the specified produce: 
price for raw milk upon which these 
prices are based and the price diffe: 
entials between these and other items, 
differentials 


size, types of containers, and classes 


including the based on 
of purchasers in the marketing area. 
The regulation may provide for spe 
cific dollars-and-cents ceiling prices 
for the area or may authorize a uni- 
form adjustment of GCPR base period 
prices of the individual processors and 
distributors. Where a regulation au- 


thorizes a uniform 


adjustment of 
GCPR base period prices, the proces- 
sors and distributors shall report the 
ceiling prices for all items computed 
pursuant to the 


regulation, by regis 
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GOT ANY G.I. INSURANCE 
life 
term policies held by veterans 


Government insurance 


and those in service may be 
renewed at the expiration of any 
term period for a_ successive 
period of five years without phy- 
sical examination, as the result 
of two amendments to the in- 
surance laws signed by the Pres 


August 2. 


Law 104 
holders ot 


ident 
Public 


right to 


= 


grants this 
National 
Service Life Insurance and Pub- 
lic Law 101 
provision applicable to United 
Lite 


contains a simila 
States Government Insur- 
ance. 

Formerly, renewal was author- 
ized by the Congress for one 
additional five-year period at a 
time. The new legislation per- 
mits such renewals indefinitely. 

The premium rate paid for 


term insurance increases each 


time it is renewed for a new 
five-year term period, in accord- 
ance with the age of the insured 
at the time of renewal, and be- 
comes expensive to carry in the 
upper age brackets. For this rea 
son, V-A recommends early con- 
version to a permanent plan of 
insurance, for which the pre- 
mium remains the same for the 
life of the contract. 

The successive renewal peri- 
ods granted by the Congress for 
term NSLI or USGLI policies 
apply only to those contracts for 
which the term period has not 


vet expired. 











tered mail, within five days after the 
effective date of the regulation, to 
the District or Regional Office of the 
Office of Price Stabilization which is 
The Office of 


may at any time 


regulation. 
Stabilization 


modify the prices so computed. 


sued the 
Price 


SEC. 8. Parity adjustments and 
rounding of fractions—(a) Parity ad- 
justments of ceiling prices—(1) Proces- 
sors and operators of receiving plants. 
The provisions under this section 8 (a) 
(1) apply to you only if (i) you are a 
processor of a milk product for fluid 
consumption or an operator of a re- 
ceiving plant, and (ii) the producer 
price you have incurred for a current 


milk differs 


from the producer price specified jy 


customary purchase of 
an area milk price regulation applic 
able to your operations. 


You may increase your ceiling prices 
established in an area milk price regu. 
lation for each item of a milk product 
by the equivalent per unit of the dol 
lars-and-cents amount by which the 
producer price incurred for your most 
recent customary purchase exceeds th 
producer price specified in such regu 
lation. You must immediately reduc 
your ceiling prices established in the 
regulation for each milk product by 
the equivalent per unit of the dollars. 
and-cents amount by which the pro 
ducer price specified in the regulation 
exceeds the producer price incurred 
for your most recent customary pu 
chase. The price shall be deemed to 
have been incurred upon the date of 
an announcement of a change in pricy 
made by the market administrator uw 
der a Federal order if the change js 
retroactive; in all other cases of 
market 
administrator, upon the effective date 


changes announced by such 
of such changes; upon the effectiv: 
date of a change in price made by a 
state milk control agency; or upon the 
effective date of a change in price an 
nounced to the dairy farmer by the 
processor or the operator of a receiy 


ing plant. 


Example: You are a processor ol 
Huid milk 


specified producer price in the area 


in quart containers. The 





price regulation is $4.70 per hundred 
weight and the producer price is late: 
$4.50 per 
weight. On the basis of 46% quarts of 
milk bottled from 100 pounds of milk, 
you must decrease your ceiling price 


decreased to hundred 


as determined under your area milk 
0.43 
quart. However, this price adjustment 


price regulation by cent per 
is also subject to “rounding” off pur 
suant to the provisions of paragraph 


8 (b) of this section. 

A producer-processor or a produc 
er-owned cooperative processor who 
does not customarily purchase milk 
from independent producers shall usé 
as the “producer price” paid for his 
most recent customary purchase the 
producer price (with adjustment fo 
differences in delivery costs) paid for 
a customary purchase by his nearest 
competitor. The competitor must be 
one who receives delivery of the same 


(Please turn to Page 18 
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THE NEW*7/” 7 ¥ ij 150° AUTOMATIC 


TU 


<"— DUMPER SYSTEM 


Here at last is the real answer to your problems. The first fully automatic milk 
receiving operation, complete in one package. Just think — one man can handle 


: a ; : Stainless 
all the milk coming into your plant — take composite samples — record weights Steel 
with no interruption between patrons at speeds up to 16 C. P. M. . _ 

eceivin 
WITH — 
petal . . —— Room 
Less initial investment — less space required — less equipment to maintain. 
Equipment 
— PROVIDES Meaulos 
Greater sanitation oneal 
Better control " 
More accurate composite samples Expressly 
less operator fatigue for the 
Less steam required to operate System by 
less power required (steam and electricity) H. G. Wright 
Fewer wearing parts. pe 
Plus the regular features which have made Kendall Washers the watch word atid 
of the Dairy Industry for over 29 years Charlestown 
Mass. 


COMPLETE RECEIVING ROOM EQUIPMENT 


in twos, tourmemr vo «=U MW ENDALL-LAMAR CORPORATION 


THE JOB FOR YOU AND PAY POTSDAM, NEW YORK 


FOR ITSELF IN SAVINGS. 
“First in Design, Efficiency and Service” 


October, 1951 





































Bcctas oe Users of Dacro P-38...and they number into 
oan the hundreds... will tell you that this is the most 
practical and satisfactory milk bottle cap ever designed. 
As a seal, Dacro P-38 is unequalled. It gives complete 
and dependable protection to bottled milk from the 
dairy to the home. 
In the dairy, Dacro P-38 has established an enviable 
record for speeding up production, not only at the capper 
but all along the line. Its smooth, trouble-free operation 


enables dairies to turn out more bottle milk at lower cost 





and greater profit. 
In the home, DacroP-38 finds ready acceptance. It is easy to 
remove and can be snapped back on to make a perfect 
re-seal. Housewives say there is nothing like it for 
convenience. Yes, Dacro P-38 is the cap that fills the bill 
on every count. It has so many advantages that you'll 


surely want to make it a part of your plans for the future. 


CROWN CORK & SEAL COMPANY 


Dacro Division Baltimore 3, Ma. 
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quality of the commodity at firm 
prices tor processing. 


Adjustments in ceiling prices of 
milk products based on changes in 
prices of agricultural commodities 
other than milk may be made in a 
way similar to the adjustments based 
on changes in the producer prices of 
milk. Increases in ceiling prices under 
this section 8 (a) (1) may be made 
only on the basis of increases in pro 
ducer prices up to parity or other le 
gal minima prescribed by the Defense 
Production Act of 1950, as amended. 


Upward adjustments pursuant to 
this section 8 (a) (1) may not be made 
before the processor or the operator 
of a receiving plant deposits in ihe 
mail a registered letter to the District 
or Regional Office of the Office of 
Price Stabilization which issued the 
area price regulation notifying such 
office of the increased price. A state 
milk control agency which establishes 
minimum resale prices may send such 
a notice with the same effect as if all 
the processors within its marketing 
area had sent the notice. 


(2) Distributors This paragraph 
(2) applies to vou only if (i) vou are 
a distributor of an item of a milk 
product, (ii) the cost to you of a cur 
rent customary purchase of the milk 
item differs from the highest ceiling 
price, applicable to sales to you from 
a customary source of supply, speci 
fied in an area milk price regulation, 
and (iii) the change in the cost to you 
is due to the operation of the provis 
ions in section 8 (a) (1). In such case, 
on the first day following the eftective 
change in your cost, you may increase 
and you must decrease your ceiling 
prices established in the area regula 
the dollars-and-cents difte1 
ence per item in these costs. 


tion by 


(b) Rounding of fractions. (1) If in 
computing an adjusted ceiling price 
you arrive at a unit price which in 
volves a fraction of a cent, you may 
increase and must decrease it in ac 
cordance with the following tables: 


TABLE A 


Milk and Milk Products (Excluding Cream 
Increase or decrease Increase or decrease 
in producer price in ceiling price 
(cents per quart cents per quart 

0.0-0.250 
0.251-0.750 V2 
0.751 and over 1 
Increase or decrease Increase or decrease 
in producer price in ceiling price 
cents per 1/2 pint cents per '/2 pint 
0.0-0.250 0 
0.251-0.750 V2 
0.751 and over ) 


18 


2) For the purpose of rounding 


fractions, you shall calculate your pat 
ity adjustment from the producer price 
specified in the area price regulation 
applicable to your marketing area. For 
example, the regulation provides for a 
ceiling price of 22 cents per quart, 
with a specified producer price of $5 
per hundredweight. The producer 
price is increased 20 cents per hun 
dredweight which is 0.43 cents pei 
Pursuant to Table A, this in 


crease in producer price permits an 


quart. 


increase of % cent in the ceiling price 
so that the ceiling price will be 22% 
cents per quart. Subsequently, there 
may be another producer price in 
crease of 35 cents per hundredweight. 
This increase is to be added to the 
previous increase of 20 cents, result 
ing in a total of 55 cents per hundred- 
weight which is 1.182 cents per quart. 
This figure is rounded to one cent, 
making your new ceiling price 23 
cents per quart. Similarly, by way of 
another example, the producer price 
specified in the area price regulation 
was $5 per hundredweight, corres 
sponding to a price of 21 cents per 
quart of milk delivered to homes. Sub 
sequently, the producer price was in 
creased to $5.50 per hundredweight, 
and correspondingly the ceiling price 
per quart of milk was increased to 22 
cents. Thereafter, the producer price 
was reduced to $5.20. In order to 
determine the proper ceiling price, the 
difference shall be computed between 
the producer price specified in the 
area price regulation which was $5, 
and the reduced producer price of 
$5.20. This difference is 20 cents. On 
the basis of this difference, the ceiling 
price will be one-half cent higher than 
in the area price regulation, that is 
21% cents per quart. 

(3) Ceiling prices for container sizes 
smaller or larger than those provided 
above for milk products may be in- 
creased but shall be decreased in di 
rect proportion to the adjustments 
specified in Tables A and B of this 
section. Rounding of fractions for 
cheese shall be made in the same man- 
ner as for milk and cream, starting 


with a 16-ounce package. 


(4) You shall send notices of in 
creases or decreases due to parity ad 
justments pursuant to this section, in 
accordance with the reporting require 


ments of section 11 (f) and (g) of the 


General Ceiling Price Regulation, ¢ 
the office of the Office of Price Stab 
zation which issued an area price reg 
ulation applicable to the particuly 
milk products. In the absence of sud 
regulation, you shall continue send 
ing the notices required by said sq 
tion 11 (f) and (g) to the Director ; 
Price Stabilization, Washington 35 
om <. 


(c) Conditions of sale. Area mil 
price regulations may contain proyj 
sions as to terms and conditions , 
sale, including provisions about botth 


deposits in accordance with Gener, 


Interpretation 2, dated August 
1951. 
SEC. 9. Milk products not covere( 


by area milk price regulations. If ; 
processor or distributor does not have 
a ceiling price for a milk product w 
der the General Ceiling Price Regul 
tion and that milk product is not coy 
ered under an area milk price regul 
tion, he may apply to the appropriate 
office of the Office of Price Stabiliza 
tion, as specified in section 4 (a) of 
this supplementary regulation, for the 
establishment of a ceiling price in ac 
cordance with section 7 of the Genera 
Ceiling Price Regulation. 


SEC. 10. Records. (a) With respect 
to milk products covered by an area 
price regulation adjusting — ceiling 
prices for your marketing area, the 
provisions of section 16 of the Gen 
eral Ceiling Price Regulation are here 
by continued in effect, insofar as they 
apply to the preparation and preserva 
tion of “base period records” and sucl 
“current records” as were required t 
be made with reference to sales be 
tween January 26, 1951, and the ef 
fective date of the area price regula 
tion. 


(b) You shall prepare and preserve 
for the life of the Defense Production 
Act of 1950, as amended, and for tw 
vears thereafter and keep available fo 
examination by the Office of Price 
Stabilization all records showing prices 
and material and labor costs in the 
base period (as defined in section 11 
records showing cost, prices, and sales 
for the other applicable periods an¢ 
dates referred to in this supplementary 
regulation; and records necessary ‘ 
determine whether you have com 
puted your ceiling prices correctl 
rhe records to be preserved under 


Please turn to Page 83 
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* SOLAR 
SOLDERLESS 








America’s Finest Milk Can 


FOREMOST FEATURES: 


® Permanent weld. 

© Flat protective breast hoops. 

® Durable tin coating. 

® Heavy gauge bottom. 

® Protective bottom hoop. 

® Tightly rolled bead. 

® Strong, sturdy neck and breast. 


® Comfortable “easy grip” handles. 


Bi 


October, 1951 


Solar-Sturges offers balance —balance that is 
important in milk cans. All factors of weight, 
shape and strength have been precisely eval- 
vated—and only the finest of materials are 
used. Inspection is exacting and the result 
is America's finest and most perfectly 
balanced milk can—the Solar Solderless. 


Call or write today for 
complete specifications and details. 


SOLAR-STURGES 
Manufacturing Division 


PRESSED STEEL CAR COMPANY, INC. 
Melrose Park, Illinois + Telephone: AUstin 7-1964 





MILK INDUSTRY FOUNDATION 
SET FOR ANNUAL CONVENTION 


The Milk Business In A Defense Economy 
Is Theme of 44th Gathering At Detroit 


RIMED FOR a no-holds-barred session with some 
of the major problems that confront the fluid milk 
industry dealers from the four corners of the nation 
will gather at Detroit’s Hotel Statler and Hotel Tulle: 
for the 44th annual convention of the Milk Industry 
Foundation. Keyed to a theme that emphasizes operation 
of an essential industry in a defense economy the conven- 


tion will get under way on Wednesday, October 24. 


Three prominent and able men, two from the in- 
dustry and one from the legal profession, will address the 
Wednesday meeting. This meeting will be a joint session 
of the Milk Industry Foundation and the International 
Association of Ice Cream Manufacturers. Colonel H. A. 
Toulmin, famed anti-trust lawyer, author, and_ soldie 
will team up with Secretary of Agriculture Charles F. 
Brannan, and American Dairy Association President 
Chester Schoby to give the joint gathering a stimulating 
variety of viewpoints on common problems. 

The convention proper is divided up into six sections 
dealing with specific phases of the milk business. Each 
section is under the direction of a chairman assisted by 
a secretary taken from Foundation membership. Indi- 
vidual talks, panel discussions, motion pictures, and open 
forums will be employed in an effort to develop a host 
of fascinating subjects to their fullest. Technical sessions 
will include an Accounting Section, F. V. Solzman, Chair 
man; Guy Sitler, Secretary; a Sales and Advertising Sec 
tion, F. E. Rogers, Chairman; Cameron Peck, Secretary; 
a Plant Section, A. R. Weber, Chairman; James N. Follett, 
Secretary; a Motor Vehicle Section, Charles F. Hawes, 
Chairman; Clarence Hoke, Secretary; a Milk Supplies 
Section, Wayne H. Babcock, Chairman; Francis P. Willits, 
Jr., Secretary; and a Laboratory Section, R. W. Stach 
wick, Chairman; T. §. Gilchrist, Secretary. 

According to the latest program released by E. B. 
Kellogg, manager of the convention, exactly sixty valuable 
subjects will be dissected and examined in the six tech 
nical sessions. Most of the questions are common ones 
that, while they will fill a definite need, are day to day 
affairs that constantly crop up in the course of business. 
“For Profit’s Sake Know Your Costs” is the grand-dadd\ 
of all questions. “Stimulating Men to Sell,” “Effective 


ness of Modern Detergents In Can Washing.” these are 


20 


CHARLES F. BRANNAN 
Convention Headliner 


the stuff from which conventions are made. But whep 
one runs across a subject billed as “What's New and 
Spectacular in Geriatrics” one must, perforce, prick up 
one’s ears. To make a rabbit stew one must first catch 
the rabbit. To appreciate what's new and_ spectacular 
in geriatrics one must first know the meaning of gerk§ 
atrics. Geriatrics, says Mr. Webster, is that branch of 
medicine which deals with old age and iis diseases. Thus 
what is new and spectacular in geriatrics will deal with 
the latest knowledge of why people grow old and why 


certain diseases accompany old age. 


Many milk dealers, supplymen, and ice cream manu 
facturers will take in the Awards Dinner, held each year 
in connection with the Collegiate Students International 
Contest in Judging Dairy Products. The contest will be 
held Monday morning while the dinner is scheduled for 
Tuesday evening at the Book-Cadillac Hotel. 


In addition to the judging contest which is sponsored 
jointly by the Dairy Industry Supply Association and the 
American Dairy Science Association, college students will 
receive recognition from the Milk Industry Foundation. 
For the first time a series of awards, entirely separate 
from the contest awards, will be made by the Milk In 
dustry Foundation. 


The program: 
PLANT SECTION 


Wayne Room, Statler 


A. R. Weber, Chairman James N. Follett, Secretary 


THURSDAY, OCTOBER 25, 1951 
2:00 The Use of Stainless Steel for Permanent Pipe Lines 
Dr. M. P. Baker 
lowa State College 
INFORMATION EXCHANGE: Methods of Increasing Output Per 
Man-Hour 
A. A. Bayer T. J. Kullman 
General Ice Cream Corp Bowman Dairy Company 
Schenectady Chicago 


A. W. Farrall 
Michigan State College 


FRIDAY, OCTOBER 26, 1951 
9:00 New Developments in Handling Packaged Milk and Other Materio!s 
in Milk Plants 
F. S. Kirk 
Supplee-Wills-Jones Milk Company 
How to Prevent Certain Off-Flavors Developed During Processing 
and Storage 
George R. Greenbank 
Bureau of Dairy Industry, USDA 
Equipment for Low Temperature Evaporation of Milk 
Joseph A. Cross 
Mojonnier Brothers Company 
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LIBERTY BOTTLES PROVIDE 
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IN A MILK CONTAINER 


| each year A product is no better than its container. That's 
es = why Liberty uses every. modern device, method 
ores. * and precaution to produce superior bottles. 

liberty’s famous FLAME-POLISH Process insures 


s sponsored Rael possible results from engineering 
on and the “know-how,” scientific design and skilled work- 


udents will BRCRR TT Mm MCU LMC Meld (e | loli lalla 
Foundation. 


ty sco increased toughness and trippage. Liberty’s 
‘e Milk In- Control Laboratory tests the many accuracies 
of Liberty bottles which fit the exacting require- 
ments of customer satisfaction and plant and 


dealer profit. 
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FRIDAY, OCTOBER 26, 1951 


2:00 Effectiveness of Modern Detergents in Can Washing 
M. Jensen 
Michigan State College 
JOINT SYMPOSIUM WITH LABORATORY SECTION 
2:45 Factors Affecting Manufacture of High Quality Cottage Cheese and 
Cultured Milk Products 
N. C. Angevine 
Meyer-Blanke Company 
Comment by: 
W. A. Cordes R. J. Ramsey 
Sealtest, Inc Ramsey Laboratories 
Open Forum 


MOTIR VEHICLE SECTION 
Arabian Room, Tuller 


Charles F. Hawes, Chairman 
THURSDAY, OCTOBER 25, 1951 
2:00 Trucking Survey 
a. The importance of knowing and recording operating truck 
costs 
b. Preventive maintenance in truck operation 
c. Labor-saving equipment in the garage 
Speakers to be assigned from General Motors Corp 
To be followed by Information Exchange 
FRIDAY, OCTOBER 26, 1951 
9:00 Safety is Important in the Shop Too 
9:45 Pitfalls to Avoid When Switching to 
Trucks 
10:30 How to Increase the Life of a Truck Body? Inside vs Outside 
Housing? 
Frank J. Messing, Jr 
General Service Manager 
Divco Corporation 
FRIDAY, OCTOBER 26, 1951 
2:00 Leasing vs Company Owned Trucks 
Cc. F. Zak 
Beatrice Foods Company 
3:00 Who's to Blame for Truck Costs? 


Clarence Hoke, Secretary 


Mechanically Refrigerated 


a. Those Garage Mechanic b. The Careless Drivers 
W. J. Brumer E. W. Shroeder 
Sales Department Supt. of Transportation 


The Borden Company The Borden Company 


MILK SUPPLIES SECTION 


English Room, Statler 
Wayne h. Babcock, Chairman 


THURSDAY, OCTOBER 25, 1951 
2:00 Film —’'Green Pastures 
2:15 Maintaining Soil Fertility 
Claude Phillips 
University of Delaware 
3:00 Relation of Soil Fertility to Animal and Human Health 
William A. Albrecht 
University of Wisconsin 


Francis P. Willits, Jr., Secretary 


3:45 Interest in Promoting Improved Pastures 
Walter D. Hunni-utt 
National Dairy Products Corp 

FRIDAY, OCTOBER 26, 1951 

9:00 Film—’’Correct Milking 

9:15 Developing and Maintaining an Effective Field Program 
Perry R. Ellsworth 
Ohio State University 

10:00 Problem of Milk Waste Disposal at Country Plants 
Alfred H. Fletcher, Director V. Schwarzkopf 
Div. of Environmental Sanitation Lathrop-Paulson Company 
New Jersey Department of Health 


Clifford W. Watson, Jr 
Dairymen’s League 
FRIDAY, OCTOBER 26, 1951 
2:00 Film—‘'Mr. Quinby Remodels His Dairy 
2:15 Milk Supply and Demand Outlook 
a. Effect of farm labor supply on milk products 
b. Effect of farm alternative opportunities on milk flow 
c. Trend of production per dairy 
d. Anticipated trend in milk utilization, etc 
True D. Morse 
Doane Agricultural Service 
3:00 Lowering Milk Production Costs by Feeding Roughages 
J. B. Kitchen, Jr. 
Rutgers University 
3:45 Pen-type or Loose House Stabling of Dairy Cows 
Dr. S. A. Witzel 
University of Wisconsin 


LABORATORY SECTION 

Michigan Room, Statler 
R. W. Stachwick, Chairman T. S. Gilchrist, Secretary 
THURSDAY, OCTOBER 25, 1951 


2:00 What Story Does Your Laboratory Tell? 
Dr. |. A. Gould 
Ohio State University 


2:45 The Modified Babcock Test for Milk 


E. O. Herreid 
University of Illinois 

3:30 A Study of the Schain Test 
Dr A. Sager 


Bureau of Dairy Industry, USDA 
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FRIDAY, OCTOBER 26, 1951 


9:00 Progress Report on National Research Council Studies of Or 
and Quality Performance 
Dr. A. C. Dahlberg 
Cornell University 
9:45 The Significance of Psychrophlic Bacteria in Milk 
Prof. G. H. Watrous, Jr. 
Pennsylvania State Collece 
10:30 Flavor and Keeping Quality of Vitamized Skim Milk 
Dr. Kenneth C. Weckel 
University of Wisconsin 
2:00 A Test for the Presence of Penicillin in Milk 
Dr. C. S. Bryan 
Michigan State College 
Joint Session in Plant Se-tion 
2:45 Factors Affecting Manufacture of High Quality Cottage Cheese 
and Cultured Milk Products 
Go to Wayne Room 


nances 


SALES AND ADVERTISINS SECTION 


Grand Ball Room, Statler 
F. E. Rogers, Chairman 


THURSDAY, OCTOBER 25, 1951 
2:00 Film—’'The Betiger Story 
2:20 How Detroit Dairymen Organized to Fill Speaking Engagement 
dwin J. Smit 
Borden's Farm Products Co. of Michigan 
2:40 Sales Training Walks on Three Legs 
. W. Douglas, Educational Director 
Milk Industry Foundation 


3:30 INFORMATION EXCHANGE: Stimulating Men to Sell 
1. Wage and Commission Incentive; 
2. Salesmen’s Contests 
3. Contests of Foremen and Supervisors 
4. Prize Campaigns 
5. Other Methods 
W. L. Buss 
Arden Farms, Inc 
Walter B. Moler 
Molers’ Belmont Dairy 
FRIDAY, OCTOBER 26, 1951 
9:00 Film— 
9:15 What Each of Us Must Do to Improve Public Relations 
9:45 a “gr 4 Systems 
. We Like E.0.D 
Hi. Stanley Wanzer 
Sidney Wanzer & Sons 
2. Three-Day Delivery is the Answer 
C. Winfield Hunt 
Milk Foundation of Indianapolis 
3. Which Way Next? 
Edwin S. Elwell, Sr. 
Northland Milk & Ice Cream Co 
FRIDAY, OCTOBER 26, 1951 
2:00 Film 
2:15 What's New and Spectacuiar in Geriatrics 


2:45 SYMPOSIUM: Fluid Milk Products 
1. Cottage Cheese 
W. D. Dobson 
Carnation Company 
2. Fortified Skim 
W. C. Riedel 
Sanitary Farm Dairies 
3. Yoghurt 
Alfred R. Nielsen 
Alfar Creamery Company 
3:45 SYMPOSIUM: Our Experiences With Concentrated Whole Milk 
John R. Kleinman Thomas W. Hallam 
Beatrice Foods Company H. P. Hood & Son 
The Borden Company 


Cameron Peck, Secretary 


Rex K. Smith 

Fo.emost Dairies, Inc 

L. C. Wells 

Detroit Creamery Compan 


ACCOUNTING SECTION 


Ballroom, Tuller 


F. V. Solzan, Chairman Guy Sitler, Secretory 
THURSDAY, OCTOBER 25, 1751 
2:00 How Microfilming Reduces Retail Billing Costs 

Frederick D. Ives 

Rieck-McJunkin Dairy Company 


2:45 INFORMATION EXCHANGE: Streamlined Accounting Procedures ond 
Practices 
Carl Fischer 
Ideal Pure Milk Company 
Wilson C. Fox 
Babcock Dairy Company 


Donald A. Hall 

Brock-Hall Dairy Company 
Frederick D. Ives 
Rieck-McJunkin Dairy Company 


FRIDAY, GCTOBER 26, 1951 
9:00 Distribution Cost Studies of the Bureau of Agricu!tural Economics 
B. Deloach 
Bureauv of Agricultural Economics, USDA 
10:00 
11:00 Truck Cost Control 
FRIDAY, OCTOBER 26, 1951 
2:00 For Profit's Sake Know Your Costs 
Curry J. Bassett 
Bassett Dairies 


E. B. McClain 
Accounting Consultant to MIF 


2:45 INFORMATION EXCHANGE: Cost Accounting 


J. M. Forbis Barbara Levenburger 
Forest Hill Dairy White Ice Cream and Milk Co 
E. J. Lutes E. F. McManus 


Pure Milk Company Detroit Creamery Company 
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from this smart combination. A glance shows milk supply 


Both the dairy and its customers gain “extra” benefits 


S in every bottle — glass milk bottles offer the best reseal to 
, af protect flavor — Cellophane Hoods plus Smith-Lee 
0 ws Caps give you a package that is twice sealed — twice 
protected and Cellophane on Glass is more economical 
WwW to dairy and customer than any other leading 


dairy packaging. 


Cellophane, through years of solid 
promotion in the food packaging field, gives you 


proven customer acceptance. Let this smart, 





practical packaging do for you what it hes dene for 
countless other dairies — 


Build Increased Sales and Profits. 


ce sealed, aid 
“Thrice yorotected, 












SMITH-LEE 
CELLOPHANE 
HOODS 


Page Gus Tit fos Sats Pet 
GRRTTAETINI TTT 


SMITH-LEE CO., INC. ONEIDA, N.Y. 
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Main plant, above, and office building, right, are symbolic of the 

compact, practical nature of the Franklin Lake operation. The 

firm has brought the idea of independently owned routes buying 
from a single processor to a high degree of efficiency. 


Lang 
oeay 


FRAMRLin 








THEY GAVE THE BOB-TAILERS 
A PLACE IN THE SUN 


Franklin Lake Dairy Makes Effective Use of Independent Routes 
to Distribute Its Daily Output of 30,000 Quarts of Quality Milk 


The 
pendent businessman 


W!S | is an ideal that oc- 


foattine 


osophy 


small inde- 


cupies a large place 
in the American phil- 
Up in the 








rolling lake country 





of central New Jer- 
sey, Franklin Lake Dairy has devel- 
oped this ideal into a practical reality. 
The major portion of the thirty thou- 
sand quarts of milk which the com- 
any processes each day are distrib- 
uted by some sixty-five independent 
businessmen who own and _ operate 
their own routes but who purchase 
their milk from Franklin Lake Dairy. 
Behind this remarkable achievement 
is a storv of astute business manage- 


ment and sound human relations. 


Although the Franklin Lake Dairy 
organization does operate, through a 
subsidiary and largely for the experi- 
ence to be gained thereby, some 22 
routes, there are approximately 65 
routes owned and operated by individ- 
uals who deliver Franklin Lake milk, 
cream and other products from their 
own trucks, make their own collec- 
tions, and settle their respective ac- 
counts with the dairy each week. Most 
of these retailers are one-man opera- 
tions, but in a few cases two or more 
routes are operated under the man- 


igement of the same individual. 
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The underlying idea of the Franklin 
Similar 
businesses have existed in practically 


Lake operation is not new. 


all parts of the country for many years. 
Those engaged in them are often re- 
ferred to, in a somewhat derogatory 
manner, as “bob-tailers.” The signif- 
icant thing is that Franklin Lake Dairy 
has removed from that term whatever 
sting it may formerly have contained. 
The company has done this by pro- 
ducing dairy products second to none 
in quality and by striving earnestly 
year after year to improve its product 
as if its future were at stake with 
each bottle of milk delivered. 


As a matter of fact, Franklin Lake 
Dairy has reason to be as jealous of 
the quality of its product as any milk 
bottler who operates his own retail 
delivery system for, in the vast major- 
ity of cases, the product reaches the 
Franklin Lake 


name. That is a principal part of the 


consumer under the 


plan on which the business has been 
built—to 
with a product that has maximum con- 


supply the actual retailer 


sumer acceptance so that he will 
build his business on the name 
“Franklin Lake.” 

The main pasteurizing and bottling 
plant of Franklin Lake Dairy is lo- 
exted in a scenic summer colony sec- 
tion known as Franklin Lakes, about 
two miles northwest of the city limits 


of Paterson, N. J. The post office ad- 
dress is Wyckoff, N. J. Franklin Lak 
Dairy subsidiaries include a_ branch 
plant complete with attractive milk, 
ice cream and soda bar at Sussex 
N. J., a receiving station at Milanville 
Pa., a receiving station including sep- 
arating and cream pasteurizing facil- 
ities and a powder plant at Davenport 
Center, N. Y., and a distributing sta- 
tion at Westwood, N. J. 


served has a population in the neigh- 


The area 


borhood of a half million, which in- 
cludes the industrial cities of Paterson 
and Passaic, as well as many fine 


suburban sections. 


A Horse, A Wagon, A Barn 


The Dairy was established in 1910 
as the one-man enterprise of Jame 
De Korte, who remains its principal 


owner. The building at that time con- 


sisted of a small barn, having accom- 
modations for a horse, a wagon and 
Mr. De Korte, no doubt 
who still 


knows most of the anwers regard 


a hayloft. 


ably assisted by his wife 


ing the business, was at once the 
processor, the salesman, the collector 
That he had sound 


ideas in addition to boundless energ} 


and the hostler. 
no one can doubt today. In recent 


vears these ideas have been carrie 


out, elaborated upon and adapted t 
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BUY A BOILER 
TAN UNDERSTAND 





You don’t need to be an Einstein or an atomic scientist to 
understand a Sellers Immersion Steam Boiler. 


The advantages of the Sellers immersion firing principle are 
apparent because it is based on practical engineering and 
common sense. Every pound of metal in a Sellers is strictly 
functional. Every tube and turn is designed and located for 
maximum efficiency and safety, for steam production at lowest 
costs. 


In a Sellers: 


1. Firing tubes are completely submerged. All the heat 
goes directly into the water. Maximum heat transfer. 
No water line corrosion. 

2. Water surface area is nearly three times that of a con- 

ventional boiler of comparable capacity. 

There is no separate enclosed combustion chamber. 

No explosion hazard, no brick linings to replace, no 

carbon traps. 

4. Expansion and contraction of firing tubes effectively 
combats scale. 


Co 





Sellers Immersion Steam Boilers are available in twelve sizes 
to meet all standard requirements. All are built to A. S. M. E. IMMERSION 
Power Codes. It will pay you to get the complete Sellers story. 

Write for bulletin No. 1206C, today. STEAM 


BOILER 


SELLERS ENGINEERING COMPANY 


4876 North Clark Street, Chicago 40, Illinois 


Blast Heaters - Immersion Automatic Water Heaters - Vertical Steam Boilers - Air Heaters - Com- 
bustion Units - Industrial Gas Burners - Immersion Tank Heaters - Gas Combustion Equipment 
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changing business conditions largely 


by John I. De Korte, son of the 
founder, while the elder De Korte 
devotes much of his business day to 
supervision of his dairy farm neat 
Sussex, N. J. 


One of the earliest ideas developed 
bv Mr. De Korte was that any product 
destined to enter the human stomach, 
particularly a young stomach, must 
be safeguarded in every possible way 
Another Important concept was that 
procurement, processing and packag 
ing of such a product is a full-time 
job for one man. Early in his busi 
ness career Mr. De Korte decided to 
leave to others problems of delivery 
ind collection. So far as sales are 
concerned he still) believes that a 
product of top quality will sell itself 
if given half a chance and _ sufficient 
time 


All of this is not to say that the De 
Kortes fail to take a lively interest in 
sales, delivery, OI collection problems. 
lhey do—of necessity. But in this work 


they have two 


tremendous advan 


tages: (1) The operation of their own 
subsidiary retail distribution company, 
which enables them to know and be 
recognized as knowing whereof they 
speak at all times, and (2) The fact 
that in their major relation with prob- 
lems of celivery, etc., they are deal 
ing with men who are on their own 
in a business way; who have sub 
stantial investments in equipment and 
goodwill; who are comparatively un 
hampered by rules not of their own 
making and who have already proven 
t wish to succeed by means of their 
wn initiative and energy. Add to 
this, products of the character Frank 
lin Lake Da‘ry supplies, plus sales and 
other assistance it is able to give, and 


i formula for success is quite apparent. 


Distributors Carefully Screened 


At the outset, Franklin Lake associ 
ite distributors are carefully screened 
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A trim plant and 
dairy bar at Sussex, 
New Jersey, and a 
new receiving station 
at Davenport Center 
in New York State, 
are manifestations of 
Franklin Lake’s 
growth. The Daven- 
port plant is particu- 
larly noteworthy for 
the extensive use that 
is made of glass in 
its construction. At 
left is shown one of 
the attractive farms 
that bespeak the 
quality which has 
played such an im- 
portant part in the 
firm's progress. 


First of all, the applicant for a route 
privilege must be a clean-cut indi 
vidual whose appearance and manne 
is likely to make a favorable impres 
sion on his future customers. He must 
have good references of one kind o1 
another as to sobriety, diligence and 
honesty—in the order named, for in 
an operation of this kind each man 
is strictly on his own. He must be 
willing to abide by certain standards 
of equipment, dress, hours of delivery, 
etc. He must indicate he will work 
Franklin 


which 


harmoniously with other 
Lake 


means also that he will not be an up 


associate distributors, 
setting influence to the trade in gen 
eral. Finally, he must prove that he 
has financial resources ample to carry 
out his undertaking. Strange as it 
may seem, such men are not impos 


sible to find. 


Having satisfied the Dairy in these 


matters the applicant for associate 


distributorship is ready to purchase 
his equipment and be indoctrinated 
regarding Franklin Lake products and 
policies. This step differs from any 
that may be found in other fairly 
large companies in the industry in 
that it takes the form of personal 
conversation rather than group school 


ing—and for a very fine reason. If as 





many as two such personal conversa 


tions are necessary per month, it is 
safe to assume that one new route 
has been added, and that some older 
associate distributor has proved him 
self in need of an especial retreshet 
course. Such courses are, of course 
held for the entire group from tim 
to time, usually as some new product 
or change in conditions may dictate 
At all times the performance of the 
associate distributors is checked by 
field men who are direct employees ol 


the Dairy. 


Expansion of Franklin Lake Dairy 
from a single route in 1910 to 87 
routes in 1950 has been at the rat 
of slightly more than two routes pet 
Unfortunately — th 


not clearly show how or when this 


vear. records 
expansion has taken place. Undoubt 
edly the greatest period of expansion 
has been during the past ten years 
enough, conditions 


when, strangely 


favoring such expansion were the 
least favorable in the history of the 


industry. 


The most recent expansion project 
inaugurated by Franklin Lake Dairy 
is that at the plant of its subsidiary 


Davenport Center Dairy, Davenport 


Please turn to Page 93 
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FINER OPERATION 
...and ECONOMY 


BETTER PERFORMANCE... EASIER HANDLING 
..- CUSTOMER PREFERENCE 


The Buck MINI Bottles are the greatest advance in milk contain- 



























ers in years. They're designed differently and made differently to 
give you advantages no other bottles offer. 


They're Stronger and Better 


In Service 





Scientific engineering has made Buck 


conversa 
uth, it is 


ew route 


MINI Bottles lighter, yet actually strong- 
er because they absorb shock instead of 


me older resisting it. 
ved him- 
vebveses Have Improved Shoulder Design 


course This feature provides a convenient, safe 


a oe grip... acts as a guide on capping ma- 


Vv product ‘ ‘ 
,' chines... forms a stop in washer pockets. 





y dictate 
ce of the 
ecked by 


lovees of 


Assure Lower Operating Costs 


Buck MINI Bottles can be handled fast- 
er and easier . . . have a greater trip life 
ke Dairy ... lower plant loss... bigger loads... 
10 to 87 

the rate 


cut delivery costs. 


outes per Customers Prefer Them 


cords do These bottles are compact in shape... 


vhen this convenient in height . . . attractive in 
Undoubt 


appearance ... easy to pour from, and 
*xpansion 





can be gripped easily even by children. 


en years 
‘onditions 





WHY NOT find out just how much bet- 
ter these two great Buck MINI Bottles 
really are? Send for full information and 
samples of both bottles . . . write today. 


vere the 
v of the 


Put ‘em right in the line 
anges necessary 
ts interchange- 


| 





| 
} 
| Wo equipment ch 
‘ to use these pin 
ke Dairy | ably with your old ones. __) 


ibsidiary. 


Javenport THE BUCK GLASS COMPANY ort AVE. AND LAWRENCE ST. + BALTIMORE 30, MD. 
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Originators of.the Square Milk Bottle 
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THINGS are STILL ROUGH in AKRON 


The Bold Action Needed to Hold Their Market Has Failed to Material- 
ize — Dealers Continue to Dance to the Tune of the Gallon Jug 





Things are rough 
P in Akron and they 


will probably _ get 
‘ get smoother. The 
& trouble is the gallon 


jug on the one hand 


rougher before they 











and a failure to meet 
the challenge of the jug with bold 
new ideas on the other. Akron dealers 
have tried a number of tactics in their 
effort to meet the competition offered 
by milk sold in gallon jugs on a cash 
Most of them have 
not been distinguished for their origi- 


and carry basis. 


nality or their effectiveness. From one 
source or another, everything from 
force and smear campaigns to price 
wars and enlightened, progressive pub- 
lic relations has been tried. The net 


result has been close to nil. 


The background of the Akron story 
is familiar to most milk handlers. It 
began in 1939 when J. J. Lawson, an 
Akron milk dealer who had sold out 
his business to the Borden Company, 
came back into the market with a one 
hundred per cent gallon jug opera- 
tion and a series of “milk stores” lo- 
cated at strategic points throughout 
the city. The advent of the gallon 
jug was met by counter activity on 
the part of other milk dealers and 
organized labor associated with the 
milk business. Most of the early tactics 
were unwise and unfortunate. They 
were seized upon by J. J. Lawson, 
a shrewd tactician in his own right, 
and turned to his own advantage. For 
example, at one time the local milk 
drivers union circulated a pamphlet 
which alleged that the Lawson milk 
was unsanitary. Lawson immediately 
had a public test made of his milk. 


The tests showed that his milk was 
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By NORMAN MYRICK 


good milk and gave the lie to the 


union campaign. Lawson called the 


abortive attack “bacteria bunkum” and 


played upon the traditional American 
sympathy for the underdog to estab- 
lish the Lawson Milk Company as the 
hero and the other milk dealers as the 
villains. About a year ago when the 
producer's co-operative supplying the 
Akron market attempted to introduce 
a federal order into the area Lawson 
lead the attack against the order. In 
full page advertisements in the Akron 
Beacon-Journal he labeled the order 
as an attempt to foist a milk dictator- 
ship on the people of Akron. Shortly 
after the Battle of the Federal Order, 
which he won, that dandy little maga- 
zine, The Readers Digest, with an 
amazing disregard for the significance 
of facts, printed a story entitled the 
Jug That Jinxed High Milk Prices. 
This article added more haloes to the 
already well haloed Lawson crown 
and drew attention to his operation 


from all over the world. 





CONCENTRATED MILK 
FOR FARMERS 


Distribution of 
milk in rural areas in place of 


concentrated 


fresh whole milk from the farm 
is a parodox that is taking place 
in lowa. In an experimental pro- 
ject, lowa State College is send- 
truck into 


ing a rural 


areas 
selling concentrated milk to 
farm families who cannot get 


homogenized, pasteurized milk 
otherwise. The full story of this 
remarkable experiment will ap- 
pear in a future issue of the 
“American Milk Review.” 











What the Reader’s Digest failed t 
point out and what the Lawson adver. 
tising has failed to point out is that 
Lawson buys his milk from producers 
at a flat price with no class use strings 
attached. To be sure he pays either 
the Cleveland Akron 
blend, whichever is higher, but that 


blend or the 


is unimportant margin-wise when his 
competition is paying a Class | price 
for Class 1 milk and competing with 
Class 1 milk purchased at the blend 


price. 


Volume is the key to a successful 
milk business. The key to volume is 
a low price. Consequently any device 
that will enable the public to buy 
more milk at lower prices and still 
provide the milk handler with a rea- 
sonable profit is a highly desirable 
development. The Lawson stores of- 
fer milk to the people of Akron for 
52 cents a gallon or 13 cents a quart. 
It is apparently pretty good milk al 
though not the richest in the world 
There are several economies in pro- 
cessing and distribution that the Law 
son method has effected which ar 
commendable. For example, the ex- 
clusive gallon operation results in a 
lower cost per quart than an opera- 
tion where there are several sizes ot 
containers to be filled. Delivery costs 
have been materially reduced by vir- 
tue of non-union labor, heavy loads 
and three or four trips per day per 
truck. The total of these savings adds 
up to about a cent. And that is about 
the sum total of the difference be- 
tween the price of Lawson’s milk sold 
by the gallon on a cash and carry 
basis and milk delivered at the home 
in quart bottles. The major difference 
between the 13 cents a quart charged 
for milk in jugs sold on a cash and 


American Milk Review 











Octob 









This is one of the Lawson Milk Company advertisements that 
appeared in a recent edition of the Akron Beacon-Journal. 
The “Hot War” apparently refers to the action of the Isaly 
chain in offering milk at 51 cents a gallon as opposed to 52 
cents for Lawson milk. 

















he Milkyway to PROFITS ? 
| TELAWSON Upsetting the 


a 





carry basis and the 18 cents charged 
for home delivered milk sold on a 
credit basis is the cost of delivery and 
the cost of credit. Indeed, according 
to one Akron distributor, Lawson’s 
milk in the jug is the highest priced 
milk on the Akron market if the deliv- 
ery cost is added in. This dealer 
places the cost of delivering one quart 
of milk in Akron at 5.5 cents. If this 
charge is added to the Lawson price, 
and it seems only fair that it should 


AWSON 


LTS PUN L ) 


pee eEY & 





failed t be in comparing the two systems, then 
ane 0 . ‘ 2 da 
sale Lawson's milk actually costs 18.5 cents 
« er- 
a quart. Of course the validity of the 
t is that 2 


5.5 cent delivery charge is the impor- 
roducers , 





e strings 





tant factor in this line of reasoning. It 
may be less. It may be more. The 
significant point is that the only sound 
way to compare the two systems is 
platform price plus cost of delivery. 
In the case of retail home delivery 
the platform price is known and the 
cost of delivery including credit is 
known. In the case of the gallon jug 
the platform price is known, the cost 
of delivery and distribution to the 
store and through the store to the cus- 


vs either 
e Akron 3 . 
but that fannanonane® 
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for 
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T tack is on a Jug Plan once 
red like to crush the ge toss out 4 temporary 


volume is 


ny device 


\ves, o ques- 
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ith a rea- tion their a few m es \dn t be 


; just 
exorbitant Prict® aoe for the peo 


t | 
had such grea -. Youngstown, 
; art in 
charging 21c 0 aM Pittsburgh, compor 


they wouls 
amg a quart in War 


ed with Lawson s 


the gallon jug distributed through 
milk stores does, is require the retail 


desirable 


stores of- 


Akron for t in : ropaganda line Coens to be his own milkman. It 
| ren, 23¢ 9 quar allon basis. Their P Communists: is this fact, hidden, difficult for the 
S$ a quart. 13¢c a quart on ime as the Chinese average individual to assess, which 
1 milk al phony ring 


has the same | 
peace negotiations. 


's story appear ized that the 
After eer pend sperators suddenly recog” 
these out-or 


be 
e. It must DF 
tional menoct item 
become a M0! o “luxury 

jug plan -“ milk will continue fo 7 the fight of the 
on rs nation. Actually this 1s 1 

across tne ; 


ight 
e the person ets 
Lawson Milk , nd every wage earner. € 
of every hou 


Law- 
ake at your 
you shoot are the pur 


makes the principal difference between 
the price of milk in gallon jugs sold 
through milk stores and the retail 
home delivery price. 


he world ed in the Reader's Digest, 
Ss in pro- 

the Law 
which are 


e, the ex- If a person wishes to act as his 


own milkman and compensate him- 
self for his labor by the difference 
between the price of home delivered 
milk and the price of store milk that 


sults in a 
an opera- 
al sizes ot 


ivery costs 


‘ed by vir- son Store. their cleverly baited oper is his privilege. The Lawson Milk 
avv loads, | Don't be tricked wy Be record only and we ie service Company has done the people of 
x day per of friendship. Go ie yecord is one of ag tlie now by Akron a service in providing them 
vings adds will agree Lawson Emphasize your oy eighborhood with a system where they can earn 


mer. 
the oy fear your local Lawson 


at is about | to you, 
dependence and gu 


ilk onl 
an i buying m! 
ye ¥ store. Protect your ” 
s milk St low milk prices. 


and carry 5 
t the home 
r difference at 


a little extra money by acting as their 
own milkmen. But to ignore that de- 
livery cost, to act as though it did not 
exist as the Reader’s Digest did and 
as the Lawson advertising does, is 
perilously close to hypocrisy. It is dif- 
ficult for an outside observer to be- 
lieve that J. J. Lawson, who has been 


art charged 
A cash and 














ilk Review October, 1951 29 














-¢ € e 
Some folks at 


plus gas 


9 “our 
ee what 8 * ssl 
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mone 


they save ‘¢ delivered. But, 


lic relations campaign that stressed 4), 


value of home delivered milk. “f; 
fresher” was one of the themes th 
the campaign employed. Such cap 
paigns cost 


money, howeve 


an 
under the existing competitive cireyy 
stances there was not a great deal 
money available for the program. Co, 
sequently it was the old story of to 
little if not too late. Before the e 
of the year the two principal contrib 
tors to the fund felt that they could q 
themselves more good by 


I 


devoting 
their contributions to promoting thej 
own particular products than the 
could by participating in a group ef 
tort. They withdrew and the fledg 
ling campaign collapsed. 

\ new association has subsequent] 


heen formed made up of the independ 


than the few cents ¢ — ent dealers in Akron. They have rais, 
a value oD their oss money with which to buy space j 
all, Home Folks who put 4. hom fresho 
These are the - dhron whe _— nd those with W economi- the local new spaper to carry on th 
ries # jme a ’ on . 
a business: Cor posto always creme save them battle. One of the angles which th 
a yn your door ounts, scaled Hy e ne ; 
a ae doen eal home delivery aaa quality. are emphasizing is the hidden deli 
ime-saving *°° : ssure ; 
ease money and assur Milk Deal- ery cost discussed above. In additi 
aont Mi ; 
Belle isle sendly Independent oday to this campaign the dealers have ck 
gH-1123 Your Fri ” to fill your order : si ae 
ers are ready to 4 morrow Remem- veloped a system of retail discount 
. s : omo : ai 
Kesselring : for Home De ot on its way! Call tor large buyers. The retail price fo 
er : a4 
. $T-124 per, bad ue home delivered milk is 18 cents 
- wont you: . 
Reiter's pow, won” : quart. If a customer buys six quart 
FR-2119 or more the price is reduced to 16 
Chestnut Ridge cents. This was obviously designed t 
RE-2256 attract the buyers who would other 
+ LS wise go for the gallon jug. It reduces 
Frederick , _—, wis 
MO-6100 the difference in price to the poit 
9 ker’s where for three cents a quart the cus 
ar SH-1456 tomer is getting home delivery, credit 
‘ and a more convenient container. Thi 
Long ™ 8523 is a good proposition. The weak spo 








This advertisement, stressing the fact that it costs money to deliver milk whether a milkman 
does it or whether the customer does it himself, is one of the new angles that independent 
dealers in Akron are seeking to develop. It is a good point. 


around the milk business more than 


six minutes; does not appreciate this 


hidden delivery cost. It is also diffi- 
cult for an outside observer to believe 
that Mr. Lawson does not appreciate 
that only if the rest of the market 
absorbs the surplus milk can he buy 
at a blend price and sell at a Class 1 
price. And knowing these things it is 
difficult to understand how the Law 
son Milk Company, that poses as the 
champion of justice and fair dealing, 
can make accusations it does. One 
looks for the bright steel of a new 


30 


idea in the Lawson operation but finds 
only the dross. 

Akron milk dealers have not fared 
well in their struggle to hold thei: 
market against the gallon’ jug. The 
five, Six, and even seven cents al quart 
differential between home delivered 
milk and the cash and carry store 
distributed jug has been and still is 
a very tough nut to crack. Approxi 
mately 35 per cent of the milk sold 
in Akron today is sold jn gallon jugs 
{ vear ago the dealers had developed 


t fairly promising advertising and pub 


is the six quart requirement. Onl 
when six quarts or more are purchas 
does the discount take effect. Mr. X 
takes five quarts and pays 90 cents 
Mr. Y takes six quarts and pays % 
cents. Mr. X immediately becomes 
guy with a legitimate “bellyache” a 
a candidate for the gallon jug. Th 
idea is a step in the right direction but 
because it does not go far enoug 
and makes no provision for the for 
and five quart customers, it is loade 
with dynamite. It can very wel 
boomerang. 


Some Feet Are Dragging 

There have been some valiant at 
tempts at bold new action. Untort 
nately they have foundered on thi 
reef of conservatism, and some rath 
short sighted activit 
One dealer put out a 2 per cet’ 
butterfat milk called VIT-A-DEE. Thi 
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WHY TIE UP TOMORROW’S PROFITS 


WITH UNNECESSARY NEW EQUIPMENT? 
a = - _ 

a, 

Don’t make the mistake of selling glass milk bottles > — 4 

short — they’re still your lowest-cost dairy container! 


With glass bottles you lower, not add to, your operating / 
costs — have no new equipment to buy or lease. y 


Glass bottles cost you only a fraction of a cent to use 
because they make so many round trips. And they're 
the containers housewives most prefer — never leak or 
add odd tastes, always show their contents, are easier 
to handle and pour from. Just be sure you order the rn 
best — specify Thatcher Glass Milk Bottles! : We 


THATCHER GLASS jw 
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a 
a 
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Outlook Highlights 
MOST recent Agricultural 


HE 
Situation, BAE’s report on cur- 
rent conditions with various agri- 


cultural products, reports: 


Dairy products steady. Retail prices 
of all dairy products have remained 
comparatively unchanged during the 
past few months, and no major change 
is expected in the immediate future. 

Milk moving as fluid. More of the 


milk production is moving into fluid 


channels than in previous years. Quan- 


tity used in manufacturing during the 


first five months of 1951 
about 8 percent from the same period 
in 1950. 
accounting for most of the decline in 


milk 


products. 


was down 
Butter production dropped, 
use of as manufactured dairy 
Cheese output also down, 
but production of evaporated milk, dry 


whole milk and ice cream was up ove1 
same period last year. 

Less butter being consumed. Over- 
all consumption of dairy products for 
195] than 


1950, based on first-half usage. Butter 


will probably be lower 
usage dropped steadily, and for the 
first time since records have been kept 
may fall below 10 pounds per person 
for the year. One reason is the com- 


parable increase in use of margarine, 


where production is running about 
13 percent ahead of last year. Costs 
of margarine ingredients have been 
dropping steadily, furthering the cost- 
gap spread between dairy products 


and margarine spreads. 
& 
Criteria for Construction Projects 


INCE the quantity of controlled 
suffi- 


cient at present to meet all de- 


materials available is not 
mands shown in current applications, 
the NPA has established a group of 
criteria which will be used to deter- 
allowed, 


mine which orders will be 


which rejected. 

Briefly, the order says that no non- 
essential construction which can_ be 
postponed will receive allotments dur- 
ing the fourth 
October 1; 


struction will get fourth quarter allot- 


quarter beginning 


and no commercial con- 


ments unless the denial will adversely 
affect public health, safety and wel- 
fare. 

Earlier regulations issued August 3 
brought all the 
controlled materials plan after October 


construction under 


1; and enabled a builder to use self- 
authorization to obtain materials (with- 


out need to go through NPA) provided 
his total requirements did not oxceed 
certain specified limits. The new reg. 
ulation covers those construction proj. 
ects which do exceed these limits, and 
which do require NPA approval prio, 
to obtaining materials. For all suc 
orders, relative essentiality of the proj. 
ect will be the determining factor j 
allotment of controlled materials. 


In determining the relative essep. 
tiality, four groups of priorities ar 
the 


Class I are construction projects whic 


established — by new order. |; 


further the defense effort by provid. 
ing facilities in areas adjacent to mili. 
tary establishments or defense plants 
Such facilities must be ones the NP4 
considers essential to furnish or sup. 
plement facilities to increase produc. 
tive capacity or are in connection wit! 
the Defense 
tion, The Department of Defense , 


Production Administra- 


Atomic Energy Commission projects 
Class II priority is granted projects 
which are essential to the maintenance 
of public health, safety or welfare. | 
all 
plant 


addition, industrial constructior 


and expansion which con 


it certifie 
into thi 


> 


menced prior to August 3, 


as necessary, will be put 


priority group. 


necessary as a 


constructior 
flood 


materially 


Class priority is 


result of fire, 


or other disaster which 
affects the public interest or is neces 
the of the 


Community need 


sary for meeting needs 


community. must 
be certified by a responsible publi 
official. Also included under this pri- 


all 


tion and plant expansion where certi 


crity will be industrial construc 
ficates of necessity were issued after 
August 3, or where certificates of ne- 
cessity were issued prior to August 3 


did 


under wavy until after that date. 


but actual construction not get 
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Ever-increasing civilian and military de- 
mands for quality concentrated milks may 
be putting a terrific strain on your coil pan. 
But before you decide to install completely 
new equipment, give a little well-deserved 
thought to utilizing your present equipment. 
If your coil pan is in good condition, you 
can increase capacity, improve your prod- 
uct and gain double effect efficiency by 
simply adding a Buflovak Evaporator. Many 
plants throughout the country have done 
just that . . . especially since fuel economy 
has become such an important dollar and 
cents consideration. In Buflovak Double 
Effect Operation, fuel costs are slashed in 
half; cooling water requirements propor- 
tionately lessened. Then too, Buflovak's 
tangential method of vapor handling results 
in the highest possible solids recovery .. . 
in the assurance of rich natural flavor, in- 
viting color and smooth uniform texture. 
If you would like to know more about con- 
verting to the Buflovak way, drop us a 
line. We shall be glad to give you the 
profit-building facts. 


ADD A... 


PREHEATER 


(Steam Type) 


Speeds production, 
cuts costs. Quickly 
closed for operation; 
easily opened for 
thorough cleaning. No 
Parts to disassemble; 
No gaskets to replace. 
Completely sanitary. 


October, 1951 


1627 Fillmore Avenue 






Buflovak’s profit-making performance is now available 
to every manufacturer of concentrated milks. Buflovak 
Evaporators come in a wide variety of styles and sizes 
from the small single effect model for batch or continuous 
operation to the huge triple effect models. 


Write For Bulletin 343 


OF BLAW-KNOX COMPANY 






























| 
| 
] 
} 
| 


EVAPORATOR 


BUFLOVAK EQUIPMENT DIVISION 
Buffalo 11, N. Y. 
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ln Class IV is 


industrial 


included all othe: 


construction 


For non-industrial construction, a 
of criteria is 
NPA said that “consid- 
effect 
upon the defense program and upon 
if the controlle.l 
materials required are not made avail- 


able for construction for each p'ant 


somewhat different set 
to be used. 
given to the 


eration will be 


the civilian economy 


expansion. On the subject of ‘general 


construction’, no allotment will bs 


made for construction of recreational 


(as listed in NPA 
order M-4A), in the absence of proot 
that an unreasonable hardship will be 
suffered if the allotment is denied 
The following types of construction 


type of construction 


will be considered in allotment of con- 
trolled materials by NPA: 


“1.—Public construction sponsored 


by states, other 


municipalities and 
public bodies including water works, 
whether publicly or privately cwned, 
(excluding schools, hospitals and pub 
housing and othe: 


lic roacls where 
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c 7 GEUDER, PAESCHKE & FREY CO. 
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types of Construction control have bee 
delegated to othe: ugencies. 


“9 


2.—Commercial construction suc 


as office buildings, stores, service {, 
cilities, warehouses (excluding operat 
ing construction tor communicatioy 


tacilities which is subject to orde 
M-77) radio and television tacilitie, 
public utilities (except those items sul 
ject to order M-50) and similar typ, 
of construction 

“3.—Construction for religious py 


poses.” 


NPA said that neither profit or loss 
prospective o1 otherwise; or finance; 
loss of individual; o1 personal inco 
venience; or lack of efficiency of com 
mercial operations, shall be contr 


ling or influencing factors in dete; 


mining whether or not constructio, 


must be postponed 
e 
Dairy, Poultry Prices Advance 


HE LATEST (as of August 15 
"T i950 Agricultural Price Report 

prepared by BAE_ shows. that 
prices received by farmers decline 
for the sixth month t 
292 percent of the 1910-1914 averag 
but that the Parity Index 


constant at 282% of the 


consecutive 


remain 

1910-1914 

average. 
While 


generally declined, higher prices 1 


prices received by farmers 


ceived by farmers for milk, eggs, an 


some meat and fruit products kept 
the overall decline to 2 points. Cost 
of commodities used for productior 
increased one point, accounting for a 
ratio which 


overall parity 


constant, at 104 


remaimne 


On dairy products, continued coi 


tra-seasonal declines were shown ll 


butterfat prices, and less than sea 


sonal increases were made in whol 


milk 


was only 


sale prices. As a result ther 
a 5 point (about 1.8%) in 
crease in the dair\ products price 
index. At 277 percent of the adjustec 
1910-1914 average, the index was still 


37 points above a 
C2) 

Set Six-Month Record 
ILK production during the first 


vear ago 


six months of 1951 set an all 

time high, according to records 

kept by the officials at Virginia Tech 
nological College, Blacksburg, Va 

These officials indicated that the it 


crease was made _ possible both by 
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to orde 

tacilities This all-aluminum single closure is as sterile and sani- 
it l) ; . oad 

, a " tary as the glass bottle itself. There is no paper lining 
Di rea| Vpe 


to stick, nor to get soggy —nothing but pure aluminum. 
PIous pur 


It’s tamper-proof because it’s locked on—can’t be re- 





ofit or loss moved accidentally. 

yw finanecia 

mal incon 

cy of com 

de Control 

; in deter Li A ® | T 5 

onstruction TH E Y 

Advance 

August 15 Here’s the closure that’s easy to remove. All you do is 
‘ice Report 


' ' —Jjust turn and lift. There’s no gouging, no prying, 
shows that 


rs decline: no need for ice picks nor tools. Yet the closure snaps 
th t . 
spe: right back on to reclose. 


AlGE 


14 average 
xX remaine 
1910-1914 


‘ce: YOU'LL LIKE ITS 


KE ggs, and | gigging 


oducts kept 


ints. Cost 38 MM ? 


productior 





i - i losur t . 
ting for ar 4 U k » i These modern, all-aluminum closures cost less per thou 
n comanes A pre-formed, printed, all- sand, cost less to handle, ship and store. Econ-O-Seal 

lumi ingle cl - : . , : 
ae ie se gil equipment costs less to buy, install and maintain. 
itinued con eady 
e shown i 38 mm. multi-finish bottle. 





Econ-O-Seal eliminates dual capping, reduces breakage, 
‘s than sea 


le in whole a < ee 
result there 7 
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ducts price 


the adjusted 


cuts man-hour costs. Investigate today! 
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Collegiate Dairy Products 


Judges Point For Detroit 


Coaches Have Their Fingers Crossed and ‘‘Nobody’s 


Got Nuthin’ ” 


But It Looks Like Mississippi's Year 


By “PHOTO-FINISH” MYRICK 





With five 

cups, an 
F l ‘ collection of medals, 
We and three 


products from some 


silver 


elaborate 


thousand 
dollars worth of fel- 
lowships to shoot for 


the top undergradu- 








ate judges of dairy 





twenty-five land 
grant colleges will sniff, gargle, and 
nibble their way through the Thirty- 
fourth Annual Collegiate Students In- 
ternational Contest In Judging Dairy 
Scheduled to start at the 
October 
15 at Detroit, the contest will serve 


Products. 
crack of dawn on Monday, 


as a curtain raiser for the week long 
series of conventions of the Interna- 
tional Association of Ice Cream Manu- 
Milk 


facturers and the Industry 


Foundation. 


The contest will follow a pattern 
developed over nearly a half century 
of experience. Samples of the four 
butter, 


and ice cream will be 


principle dairy products, 
cheese, milk, 
displayed on long tables. Each col- 
lege will have a team of four men 
composed of three competitors and ar 
Each member of each team 
each of the 


played and score it according to his 


alternate. 


will sample products dis- 


judgement on an official score card. 





WRITE FOR 
PRICES ON 
OTHER SIZES 


The judgement of each contestant will 
be compared with an official scoring 
of each sample made by a panel of 
experts. The contestant whose score 
card most nearly approximates the 
judgement of the experts will be de- 
clared the 


made 


winner. Awards will be 
in each of the four classes of 
products being judged as well as 
awards for excellence in all of the 


products. 


Worthy of far more attention than 


is usually accorded it by the industry 
as a whole the contest has proved to 
be a dramatic training ground for out- 
standing careers in the 
Some of the 
industry have contributed their knowl- 


dairy field. 
ablest men in the dairy 


edge and skill to the development of 
the contest. Other outstanding men 
in the industry won their spurs in the 


lists of judging competition. 


Picking a winner in the judging 
contest is strictly a gamble. Only 


e eligible 


each crop of competitors enters the 


seniors al which means that 


contest for the first time. There are 
no past performances to study, no vic- 
tories or defeats in previous contests 
to use as a guide. The only basis for 
judgement is the record of particula 


teams over the years plus the achieve- 






Every plant can now enjoy the time-saving and labor-saving help 
of several Girton Roll-A-Tables. 


built of heavy gauge galvanized steel. 


Girton Case Trucks carry 
heavy loads with ease and 
safety. Available in a size 
to fit your needs for either 
To ltlole-MolM@acel ale ololii (Wael t-te 
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THIS IS HOW WE PICK THEM 


All Products 
Mississippi State College 





lowa State College 





University of Connecticut 





Michigan State College 











New low price model—sturdily 


ORDER FROM YOUR JOBBER OR DIRECT <7 


Ohio State University \ 


ments of a few current entries jy 


local contests. 


r 
¢ 


Coaches, polled by the 
Milk Review, 
view of their chances in the annual 
Coach Paul Johnson of Oke 
homa Agricultural and Mining College 
looks with some nostalgia on the 8th 


place his team won last year in All he B 


Products and says; 


American 
took a uniformly dim 


classic. 





“From here it looks like the possi 
bilities of the Oklahoma A & M judg. 
ing team placing in the high ten are 
very slim. The team has not had any 
preliminary competition as yet, but 
we are expecting to compete in the 
Southern Contest at 
October 19. I have no outstanding 


boys this year and am not expecting 


Lexington on 


them to do as well as last year’s team.” 








Purdue, one notch below Oklahoma 


last vear, has been putting in some 
to climb up 
Coach 


Rhodes is cautious in his 


heavy duty in an effort 
the ladder this vear. 
appraisal 





will have a well 
While the 


Purdue contingent does not boast of 


but indicates that he 


balanced team on the Moor. 


a spectacular personality the general 

all around ability of the team men- 

bers plus a fairly long period of prepa- 
Please turn to Page 82) 
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QUESTION NO. 1—It is necessary, 
from time to time, to make competi- 
tive bids for selling milk. | want 
naturally to bid enough to make a 
profit, but | don’t quite know how 
to figure a price. 


ANSWER NO. 1—Possibly you have 
seen bids awarded on the basis of 
prices which at first glance seem far 
too low in order for the seller to make 
a profit, and that is what may confuse 
you. In arriving at a selling price, 
costs must first be known. If you're 
bidding on quarts of milk—bottled- 
you must first know: (1) cost of one 
quart of milk at the required butter- 
fat test (2) cost of container and clo- 
sure (3) cost of receiving, cooling, 
processing (4) cost of delivery and 
(5) cost of general administrative ex 
pense. The sum total of all these costs, 
plus the desired profit, is the selling 
price. However, the rub comes in 
when trying to determine the cost for 
any one quart or any one stop. With 
any fairly complete set of books it is 
not too difficult to determine the over- 
all cost of a quart of milk. For in- 
5,000 
quarts of milk per day, sells it for 
$1,000.00 (20c per quart) and has 


total expenses of $965.00 per day, his 


stance, if a dealer handles 


net profit is .7¢ per quart, and his total 
costs are 19.3c per quart. His figures 
might look something like this: 





Per quart selling price 20.0c 
Per quart product cost 11.4c 
Per quart gross margin 8.6 
Per quart variable expense 2.6c 
Per quart excess 6.0 
Per quart fixed expense 5.3¢ 
Per quart net profit 7c 








Now this dealer wants to bid an 
additional 200 quarts to be left at one 
stop, and wants to set a price high 
enough to earn a return, but low 
enough to get the business. Looking 
at his cost analysis, he might think 
that, as his overall cost per quart is 
19.3c, he can’t sell for less than that, 
certainly, or he'll lose money on the 
additional quartage. So someone else 
comes along, bids 15c per quart, and 
gets the stop. Our dealer wonders 
how the other fellow’s costs can be 
so much less than his own. The 
trouble is, he hasn’t properly evalu- 
ated his own. He could have arranged 


a scale, somewhat as follows: 





Per Quart 
Product Cost 
Selling Price Variab!e Cost Fixed Cost Net 
20c 14c -0 6c 
18c 14c -0- Ac 
15¢ 14c -0- Tc 
14.7¢ 14c -0 7c 
14c 14c -0 -0- 


for the additional quartage. It would 
then have been apparent to him that, 
while the cost per quart of his first 
5,000 quarts was, actually, 19.3c, the 
cost of the additional volume was no- 
where near that. In fact, the only 
additional cost to be incurred is the 
product cost and the variable costs, 
or 14c per quart. The significance in 











penses to be absorbed by the addi- 
All the fixed ex. 
penses had been previously taken care 
of out of the first 5,000 quarts. It is 
readily apparent, then, that in order 


tional 200 quarts. 


to enjoy the same relative net profit 
on the additional 200 quarts, they 
could be sold for as little as 14.7e per 
guart, as opposed to 20c per quart 
for the first 5,000. 

The overall 


picture would then 


be that shown in the statement below: 

The net result of reducing the price 
of the additional 200 quarts has been 
to lower the average selling price of 
the entire 5,200 quarts to 19.8c. Prod- 
uct cost and variable expense per 
quart remain the same, at 14c and the 
fixed expense is lowered from 5.3c per 
quart on 5,000 quarts to 5.le_ per 
quart on the 5,200 quarts. Thus, net 
per quart remains the same at .7e. 
The axiom to be found in this is: once 
your break even point has been 
passed, additional volume at the same 
or nearly the same price makes the 
net profit go up by leaps and bounds. 
A corollary: once the break even point 
has been passed, additional volume 
may be sold at considerably less, while 
still enjoying the same rate of net 











this is the absence of any fixed ex- profit. 

5,000 ats 200 ats 5,200 ats Per qt 
Selling price per quart 20c 14.7¢ 19.796c 19.8¢ 
Daily sales $1,000.00 $29.40 $1,029.40 
Product Cost (11.4c per at. 570.00 22.80 592.80 114 
Gross Margin 430.00 6.60 436.60 8k 
Variable Expenses (2.6¢ per qt.) 130.00 5.20 135.20 2.6 
Excess of sales over variables 300.00 1.48 301.40 5.& 
Fixed expense 265.00 0 265.00 5.l¢ 
Net Profit $ 35.00 1.40 $ 36.40 1 
Net Profit per quart 7c 7c 7c 
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INSPECTION OPENING 
with 5-in. ‘'Lift-Off"’ 
stainless steel cover. 


INSULATED COVER— 
One-piece, all welded 
stainless steel. Lifted by 
counterbalance. 


AIRPLANE TYPE AGI- 
TATOR with truss sup- 
ports. Can be easily 
lifted and disengaged 
from the drive shaft 
with one hand. 


STAINLESS STEEL 
PRESSURE JACKET 
surrounded by 2-in. com- 
pressed fiberglass insu- 
lation, polished stainless 
steel sheathing. 


wu 
ae 
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You'll want all these advanced Pfaudler features 
in your next pressure process vats... 


/ 


“ | 








AGITATOR COVER 
CAP—Agitator bearing 
surface is above liquid 
level. This eliminates 
need for agitator open- 
ing in vat liner. 


q 


AUTOMATIC cover 
latch, 







































POLISHED LINER of 14- 
gauge stainless steel. 


REMOVABLE BAFFLE 
provides improved agi- 
tation. Stainless steel 
construction. 


WATERPROOF GEAR- 
HEAD MOTOR AND 
BOTTOM ''V"'-BELT 
DRIVE—Simplified de- 
sign... sturdy construc- 





PFAUDLER LEAK- 
DETECTOR VALVE— 
Plug type with special 





tion for long service. 








hold-down 
prevent leakage. 


clamp to 





CONVEX BOTTOM 
HEAD—Gives extra 
strength and just the 
right pitch for complete 
drainage. 





THIS 500 GALLON PFAUDLER pressure 
vat with agitator drive at top is used for 
pasteurizing cream at the Brighton Place 
Dairy—Rochester Sealtest plant. 


THE 
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STAINLESS STEEL PASTEURIZERS, 
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PROCESS VATS, STORAGE AND 


























COUNTERBALANCE 
ASSEMBLY with en- 
closed spring for effort- 
less opening and clos- 
ing of cover. 


AGITATOR TUBE of 
welded stainless steel 
extends above liquid 
level—no need for pack- 
ing or rotary seals. 


SANITARY adjustable 
leg supports. 


Pfaudler Pressure “*Lo-Vats”’ have set performance records in proc- 
essing both food and dairy specialty products. They deliver the 
efficient heating, holding, cooling and mixing that help to keep 
your operating costs at a minimum. The jackets are built to with- 
stand 150 lb. pressure—no danger of damage through operating 
error. In addition, Pfaudler’s construction “*know-how” has been 
coupled with the latest design features to make our new “*Lo-Vat” 
Pressure Process units better than ever. It will pay you to consider 
all their important features before you buy your next pressure vats. 

Pfaudler Pressure Process vats are made in 100, 200 and 300 gal- 
lon capacities. A larger Pfaudler pressure process vat with agitator 
installed at the top is available in 500, 800 and 1000 gallon capacities. 


All models are self-draining and simple in design for easy cleaning. 








For full details, contact your nearest Pfaudler 


Dairy Distributor, or write direct to Pfaudler. 


ROCHESTER 3, NEW YORK 


WALL-COOLED TANKS AND FILLERS 











Time and again, 


in addresses and ar- 
ticles on truck op- 


Cuclusive 
fealahe 


erations, I have 
stressed the impor- 
tance of keeping de- 
tailed costs for each 
truck each month or 
period. Now, to clinch the point, | 
have asked your editor to reproduce, 
in large size, a typical monthly cost 











analysis report. This report is shown 
with a complete explanation on the 
next page. These are actual operating 
costs, but naturally, I have omitted 
users’ names and the makes of the 
trucks. 

With such detailed reports each 
month or period for each truck, you 
can really control your delivery costs. 
You can intelligently check up on your 
garage labor efficiency and routemen’s 
driving efficiency. 

It is impossible to achieve real 
efficiency in deliveries without such 
detailed cost reports for each truck 
each month. Average costs for the 
whole fleet may actually conceal poor 
operation of some routes. “Cost per 
mile” varies more than 10 cents a 
mile, due to length of route, road con- 
ditions, loads, stops, etc. “Cost per 
dollar or unit of sales” likewise varies 
considerably by routes. 

I would like to make one more 
point clear, namely, that we are trans- 
portation engineers and not authors. 
In all modesty we consider what we 
are doing as our contribution to fleet 
operators, a number of whom we serve 


in a limited area. I am mentioning 
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A Detailed Record for Each Truck Which En- 
ables You to Check Each Vehicle Against Itself 
Is the Key to an Efficient Fleet- Operation 


TRUCK COST CONTROL 


By A. E. FRIEDGEN 





portation engineers. 
many different fields. 





A. E. Friedgen, author of this article on controlling delivery ‘ 
truck costs, is president of A. E. Friedgen, Inc., a firm of trans- 
Their clients include fleet operators in 

Friedgen engineers itemize operating 
and maintenance costs for each truck in each fleet the firm 
serves. Each month or period these costs are analyzed and 
recommendations are made to correct any costs that are out of 
line. Friedgen preventative maintenance methods, cost keeping 
systems, tests and analyses, maintenance equipment recom- 
mendations, and engineering advice in selecting trucks, bodies, 
accessories, etc., have two simple objectives; more efficient de 
liveries and lower truck costs. 








this in order to emphasize the earnest- 
ness of my repetitious stress on keep- 
ing detailed costs of each truck. 

The fuel column, shown immedi- 
ately after the truck number, is the 
actual dollars and cents costs of gaso- 
line consumed by the truck during the 
month or period, but you will notice 
farther to the right that other columns 
of the analysis show the “gallons of 
gasoline used,” the “miles per gallon” 
and the “umber of days” the truck was 
used. When such detailed records are 
available, you can detect any unusual 
variation of a truck’s operating cost, 
usage and performance. 


Parts Cost An Important Gauge 

Correciive steps can be taken by 
finding the causes through analysis, 
and comparison between trucks and 
also against the cost and usage of 
previous periods. Similarly, oil, tire, 
sundry, parts and garage labor cost 
variations point the way to quick cor- 
rections of operating wastes. Chassis 
parts should be kept separate from 
chassis labor costs. Parts costs are 
very important in gauging a_truck’s 
structural efficiency, the usage by the 
driver, and the effectiveness of repairs. 

Body repairs are kept separate from 
body painting costs. Obviously, body 


repairs relate to the driver’s skill and 
to the mechanics’ care of the vehicle, 
whereas painting is usualy a matter 
of routine upkeep for good advertising 
value as well as protection against 
corrosion. Naturally, license fees, in- 
surance and depreciation should be 
prorated on a monthly or period basis. 
Garage costs or rental are important 
if analyzed correctly. Trucks garaged 
in different localities have different 
garaging costs. Also, a short wheel- 
base vehicle may take up less floor 
space, but that figure must be con- 
sidered in terms of the cubic feet of 
load space of the truck per square 
foot of floor space. 


Compare Each Truck With Itself 

Each 12 months or 13 periods, the 
itemized costs should be totalled and 
compared with the previous year’s to 
tals for the same items for the sam 
trucks. That is essential to reflect the 
complete picture of each truck’s ef- 
ficiency or lack of it. 

You may ask what do such detailed 
figures mean? The answer is very sim- 
ple. As soon as something goes wrong 
with a truck, it is reflected in some 
cost. It may be in gasoline, tires, oil 
battery or repair parts. Therefore, in- 
stead of having the condition con- 
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| onl Yes, for over twenty-five years, Diversol has 














hicle. been the leading bactericide-disinfectant used 

vattel in food plants across the nation! And today, 

tising Diversol is still king of them all! 
pas And, there are plenty of reasons for the 
'S, In- ° ° 
' . overwhelming popularity and preference of 

ad be i 

Liat Diversol! Food plant operators know that 

ASD. 
tats they can depend on Diversol for: 

raged : ’ 
“Shut 1. Quick action! 
Heal, ; 2. Non-corrosive effect on metals! 

floor * 3. Stability! 
» COn- 4. 100 percent solubility! 
eet ol 5. Superior water softening action! 
tei 6. Powerful penetrating ability! 

i 7. Ease in use! 
itself Pg “Atay 
; So, be sure to be safe! Be sure you use Diversol! ; i ~ $ % 
ls, the You are cordially invited to visit our & % 
d and Protect the high quality of the products you suite at the Detroiter Hotel in the € 3 
‘ ‘ ‘ fter 5:00 P.M. during th . 
r’s to produce with Diversol! Write today for com- Seis Genieation ne ee % 4 2 
‘ ?, 

sam plete information! %, ¢ 
ct the Fmicas 
k's ef: THE DIVERSEY CORPORATION 

1820 Roscoe Street * Chicago 13, Illino’; 

tailed In Canada: The Diversey Corporation (Canada) Ltd., Lakeshore Road e Port Credit, Ont., Canada 
etaile 
ry sim- 

wrong BRANCH OFFICES: 
» some 412 Park Bidg. 101 Marietta St. Bidg. 400 Frelinghuysen Ave. 216 East Tenth St. 
es. Oil. Cleveland 14, Ohio Atlanta 3, Georgia Newark 5, New Jersey Kansas City 6, Mo. 
re, in- 1200 Second Ave. 5720 Imperial Highway 525 Market St Joshua Green Bidg. 

2 Minneapolis 2, Minn. South Gate, Calif. San Francisco 5, Calif Seattle 1, Washington 
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1314 Wood Street, Dallas 1, Texas 
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the 


once and save a costly headache later. 


tinue, you Can correct cause al 


You may also ask: “Isn't it expensive 
detailed The 
answer “No” for two reasons: First, 
the system is simple; second, the sav- 
ing in maintenance and operating costs 


to keep such costs?” 


is so substantial that it greatly exceeds 


the small cost involved. 


In conclusion, we know many fleet 
operators who keep these costs. Some 
of our fleets have such detailed indi- 
vidual truck costs for a quarter cen- 
tury. They are more efficient opera- 
tors than average. They al! pay tribute 
to the value of detailed costs for each 
truck each period as a means of re- 
ducing delivery costs. 

It will pay you to keep such de- 
tailed costs following the simple fun- 
damental of charging each truck with 
the parts, labor, supplies and other 
costs of which it gets the benefit. 

Analyzing such costs and the sub- 
ject of tests and testing equipment will 
be covered in subsequent articles. 


Explanation of Summary 

All trucks in the two groups of costs 
are of the same make and model. All 
have the same type of oversize bodies. 
either stock or special, except that 
some of the stock bodies were altered 
and some were lengthened. All chassis 
are of the same rating in gross vehicle 
weight allowances. Slight variations 
exist in racks due to variations in ma- 
terials available. Fuel column is based 
on dollars-and-cents costs (including 
any road purchases). Oil cost is based 
on actual oil added or changed dur- 
for miscel 


ing period. Sundries are 


laneous items such as soap, rags, 


grease, etc. Some people call this 
item supplies. 
These 26 trucks 


from a large feet operating from sey 


similar selected 
eral different garages in widely sep 
arated areas and in some cases in an 
dif 


ferences in garaging costs, license, in 


adjoining state, accounting for 


surance, etc. Sundries cost more for 
trucks 7 to 13 because a supply of 
brushes and soap had to be purchased 
in this period for these units by the 
particular garage from which they 
then operated. Tires are figured on 
mileage covered in the period, based 
upon experience records kept for each 
tire, and vary where larger tires are 
Nor 
mally, battery replacement and repair 


included had 


used on some of these trucks. 


costs would be there 
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been any. Chassis parts costs are tor 
the actual parts used and for the re- 
pair of springs, etc., made in outside 
shops. 

In the post-war group, the cost of 
$1.27 for chassis parts represents the 
same parts purchased for the whole 
group and prorated accordingly. Chas- 
sis labor charges (even where no parts 
costs are shown) are due to normal 
servicing. The higher labor cost for 
the post-war group was due to the 
necessity of considerable shifting of 
trucks in the busy garage they operate 
from. Body repairs and painting are 
charges in this fleet against period in 
which expenses occur. (In some fleets, 
painting and big body repairs costs 
are prorated over a designated period.) 
Variation in license fees is due to Jo- 
cation and slight differences in body 
and rack weights. Supervision is pro- 
rata charge on each truck for super- 
vision. Interest on 


investment is not 


shown in this particular Summary but 
is included in fleets where interest on 
investment is recorded by 
The 


“old” trucks shows no depreciatior 


operator 
on all departments. group ol 


because they are all completely 
charged off, being pre-war. Insurance 
varies with costs of units, location o! 
garaging and use of truck. Garaging 
charge varies according to locatio1 
and cost of garage buildings and t 


Mileage diffe: 


ences and miles per gallon variations 


varying rent charges. 


show definitely the futility of judging 
truck operating and maintenance é! 
ficiency by the average cost per mil 
for the whole fleet. These 26 trucks o! 
the same make, approximately th 
same bodies and racks, nevertheles 
face many differences in mileage, tral 
fic conditions, road, loads, stops and 
conditions, 


other plus difference 


driver characteristics. It is pertinent 


to point out the following: 
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Due to the conditions stated, miles 


per gallon range from 5.3 miles to 
14.5 miles per gallon. Note, for in- 


stance, that prewar truck No. 8 doing 
1,125 miles gets 14.1 miles per gallon 
against postwar truck No. 57 doing 
1,122 miles that gets 8.8 miles per 
The 11.6 
miles for those two trucks. Comparing 
the mileage of one with the other is 
as useless as judging them by the 
erage of the two. The real yard- 
stick is what each of these trucks did 
in miles per gallon in the previous 


gallon. average is about 


periods and against the same period 
a year truck 62 
miles pet 
gallon, but is actually flashing a warn- 
ing signal, because it did 13.5 miles 
per gallon in previous periods. This 
material falling off in its own record 
is the real yardstick and calls for 
prompt action to ascertain the cause. 
In this analysis, the various routine 


ago. For instance, 


- 


shows relatively good 12.7 


October, 1951 


checks on gasoline, oil, compression, 
vacuum, timing, governor setting, ex- 
haust gas analysis, etc., and special 
tests when necessary, pay dividends 
in finding quick remedies, thus pre- 
venting further waste and more costly 
repairs. Accidents and safety records 
are kept separately for insurance pur- 
poses in the everlasting effort to keep 
salesmen-drivers safety conscious and 
to earn lower rates when lower acci- 
dent frequency justifies the appeal. 
Fixed charges are computed separately 
to get the total costs of deliveries and 
at that time the average cost per mile 
is computed by groups of trucks as 
well as for the whole fleet to show the 
overall picture per group and for the 
entire fleet. 


Obviously, the other trucks of the 
fleet of different chassis sizes, different 
bodies, and large trucks and_truck- 
trailer units are computed in groups 


on other sheets of the complete report. 
This sheet shown here is purposely 
limited to comparable trucks of same 
size, make, bodies, etc., in order to 
forcibly show the advantages of de- 
truck 
uselessness of trying to gauge your 


tailed costs for each and the 
truck operations and maintenance by 
any haphazard or simple yardstick 
The fundamental that pays dividends 
is to have each truck compete with its 
own record in the ceaseless pursuit 
of efficiency and economy and _ to 
check up each lapse with the me- 
chanic work _ ticket 
proves that his work is costing you 
more than it should. That keeps me- 
chanics on their toes and also keeps 
salesmen-drivers 


whose signed 


cost-conscious on a 
fair basis, whereas to compare one 
truck’s performance with another truck 
whose route conditions are different. 


merely breeds disgruntlement. 
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Sampling Water Supplies For 
Water Analyses 


QUESTION—The water supply at 
our plant comes from four wells, 
located a maximum of 400 feet 
apart. Two are actually only about 
100 feet apart. They range in 
depth between 120 and 180 feet. 
We would like directions for samp- 
ling these for complete mineral 
analyses. Would it be necessary to 
sample all four wells or would it 
be enough to sample just one of 
them? Where should such samples 
be sent for analyses? 


J. D. Y., New York. 


ANSWER-Since your water supply 
is taken from a number of wells, a 
representative sample from each well 
must be obtained, for the water from 
different wells may often be quite dif- 
ferent in composition. You cannot 
safely assume that the water from two 
adjoining wells is the same because 
they differ only slightly in depth or it 
may be that two wells at the same 
depth and only a couple of hundred 
feet apart may still differ greatly in 
quality. Such facts can be told only 
by analyses. If the underground re 
servoir is large in extent, it may hap 
pen that all wells of approximately 
the same depth or even wells differing 
by one hundred feet or more in depth 
and extending over a wide area may 
be almost the same in composition. In 
any event each individual well making 
up a supply should be sampled and 
analyzed separately. 


Samples for mineral analysis do not 
require the care in handling that bac- 
teriological samples must have, but, 
nevertheless, common sense should 


ad 


be observed in withdrawing the sam- 
ples. Small quantities of soil, rust, or 
other foreign material may interfere 
with the analysis and lead to an erron- 
eous report. This is especially true 
where manganese or iron determina- 
tions are needed. In these cases even 
a few fractions of a part per million 


may be of great importance. 


In sampling, the water should be 
allowed to flow long enough before 
filling the containers to give a repre- 
senative sample. The containers used 
must be cleaned and they should be 
rinsed several times with the water 
to be sampled before they are filled. 
Generally speaking, one-quart glass 
bottles fitted with new, clean cork 
stoppers are satisfactory. Stoppers 
should be rinsed before use, and bot- 
tles should not be filled closer than 
about an inch below the neck to pro- 
vide an air space for expansion during 
handling or shipping. 


Two one-quart bottles will ordinar- 
ily hold enough for one sample for 
determinations of the usual constitu- 
ents. If water contains manganese, a 
l-gallon sample may be _ required. 
Where silica determinations are to be 





Dr. Robert F. Holland and Dr. 
James C. White, both of the De- 
partment of Dairy Industry at 
Cornell University, conduct their 
question and answer column each 
month in the “Review.” Questions 
should be addressed to either 
Dr. White or Dr. Holland, De- 
partment of Dairy Industry, 
Stocking Hall, Cornell University, 
Ithaca, N. Y. 











made, as in the case of water for use 
in high-pressure boilers, glass contain- 
ers should not be employed. Hard- 
rubber bottles or paraffin lined con- 
tainers should be substituted, espe- 
cially if the samples are to be shipped. 


Water analyses may be obtained 
from commercial laboratories located 
in nearly every city. The name and 
address of the one nearest you can 
probably be obtained from your boiler 
inspector or from your district sani- 
tary engineer. Most boiler manufac- 
turing companies maintain analytical 
laboratories of this type and in the 
case of farmers or farm cooperatives, 
and individual home owners in New 
York State, the Department of Agri- 
culture and Markets in Albany, New 
York, maintains a water analysis la- 
bc ratory. 

In summary, use clean sample bot- 
tles, sample each well individually, 
and be sure to allow water to run 
long enough before sampling to com- 
pletely flush out any material that may 
have remained stagnant in the lines 
for any length of time. 


Blood Cells in Milk 


QUESTION — One of our cows 
must be giving bloody milk because 
we frequently see a pink color in 
the cream after the milk stands in 
the ice box. We are selling some 
milk to a neighbor and she has 
complained. 


We cannot find the cow when 
we are miiking (using strip cup) 
and the herd is free from T. B. and 
Bang’s disease. 


We sometimes see blood in the 
separator bowl when we clean it. 
This is a serious matter with us and 
we would appreciate a prompt 
answer. 

P. C., New York. 


ANSWER-The newer types ot 
strip cup which consist of a black 
plastic or enameled plate in a suitable 
receptacle, which will prevent spillage 
of milk onto the floor or gutter, are 
quite efficient in detecting bloody 
milk. If the first streams from each 


‘Please turn to Page 93) 
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———— vour chocolate sales 
with... 





Introduced a few short weeks ago, the new 88 is fast 
becoming the most popular chocolate milk powder in 
7 the country. Reason is, it’s a rich-tasting, full-flavored 
i chocolate milk powder capable of producing an equally 
fine product with fresh or reconstituted milk! So, 
for tops in performance — for tops in flavor and 
profit — try this new Johnston powder soon. Ask 
your Johnston representative or write — 


ROBERT A. JOHNSTON COMPANY 


Milwaukee, Wisconsin e Hillside, New Jersey 


ATE 
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VOLUME DISCOUNTS MAKE SENSE 


Volume discounts 


on milk make sense 


é ae It takes only little 
‘ : more effort to deliver 


four quarts of milk 
instead of two or 
one. Theretore, the 
deliverv costs which 
are one of the big items in milk dis 
tribution should be lower for the 
larger deliveries. In New York Cit 
it was found that a typical cost to 
serve a customer ma detached dwell 
ing who pavs twice a month was 12.4 
cents for one quart. If the customer 
took two quarts, the cost was 6.2 cents 
per quart. For six quarts, the cost 
would be only 2.1 cents per quart. 

It seems strange to most consumers 
that they should be torced to pay the 
same price for each quart regardless 
of whether they buy one or a dozen. 
This works a particular hardship on 
those people with large families whi 
quite often also have fairly low in 
They 


extremely high delivery costs for those 


come. must help to pay the 
families taking only one or two quarts 
per deliverv. Quite often the large 
purchasers go to the stores or seek 
other ways in which to purchase their 
milk supplies. As long as people can 
buy one or two quarts just as cheaply 
as six, there will be little or no incen 


tive to shift to larger purchases. 


The practice of selling milk at lowe: 
prices to families who purchase rela 
tively large quantities has been fol 
lowed by some distributors for many 
vears. In 1946 a survey was taken of 
the milk dealers in New York State 
and it was discovered that volume 
discounts were granted on a market 
wide basis in only thirteen cities of 


the state. Manv dealers in other cities 


An analysis of the spread Between Farm and 
Consumer Milk Prices in New York City 
Under Present Practice — Part | of the An- 
nual Report of the New York State Tempo- 
rary Commission on Agriculture, 1948-49 
Albany, Williams Press. Page 36. 
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By DALE E. BUTZ 


of the state. Many dealers in othe: 
also granted price reductions for large 
purchases, even though no uniform 


scale was recognized or followed. 


In general the volume-discount 
plans for milk in New York State felj 
into two broad classes. These wer: 
1) a price reduction of one or two 
cents a quart for deliveries exceeding 
a certain number of quarts per day 
or per month and (2) a sliding scale 
of prices with a single-quart price, a 
one-cent reduction in price for deliv- 
eries falling within a certain highe 
range and a two-cent reduction fo 
all deliveries of more than a specified 


number of quarts. 


Under the first and older plan the 
customer usually was allowed a reduc- 
tion of one or two cents per quart on 
quantities exceeding six or eight 
quarts at each delivery. Some dealers 
required that the specified number of 
quarts be taken at every delivery dur- 
ing the month. Others gave the dis- 
count on the basis of individual delis 
eries. In Buffalo the general practice 
was to give a one-cent reduction in 
price to all customers that took a spe- 
cified number of quarts or points pet 
month without regard to the quantity 


taken at each delivery 


Data obtained from 15 dealers in 
upstate markets in which this form 


of volume-discount) plan was used 


showed that less than 10 per cent of 
the milk sold at retail was sold at th 
reduced price. The usual requirement 
of six or eight quarts per delivery 
90 quarts per month was so high that 
only the larger consumers were abk 


to qualify for the discount 


The “Bracket System” 


The second and more recent type 
ot volume discount to be put. int 
operation in the upstate cities of Ney 
York was commonly referred to as the 
“Bracket System”. This plan was first 
introduced on a market-wide basis it 
this State in 1942 by dealers in the 
Triple Binghamton 
Endicott and Johnson Citv. In Feb 
ruary 1947 a similar plan was adopted 
by the milk dealers in Ithaca. Plans 


of like nature are now used by scat 


Cities area of 


tered dealers in other sections ot the 


state. 


Some dealers using this tvpe ol 


volume-discount) plan require — their 
customers to take the prescribed mini 
mum quantity at every delivery du 
ing the month in order to be eligibl 
to receive the price reduction. Other 
dealers give the discount on an ind 
vidual deliverv basis without regard 
to the total quantity purchased dur 


ing the month. 


In the Triple Cities, a reduction ot 


two cents a quart was made on deli 





Dale E. 


nomics 


at the retail level. 





Butz, Extension Specialist in 
at Michigan State College, did his Master’s thesis at 
Cornell University on the subject of retail discounts. The articl 
that follows discusses a question that has aroused considerabl 
interest by milk dealers who are faced with the tough problem 
of rising costs and ceiling prices. 
delivery as an economy measure involves large single purchases 
As an incentive to still larger retail purchases 


and consequent economies’ in delivery 


— 


Agricultural Eco 


The use of three-day-a-week 





costs retail discounts 


| 
offer a starting point for some serious thinking. Mr. Butz is | 
well qualified to start the wheels turning on that subject | 

| 
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In No- 
vember 1947 more than half the total 
milk retailed by the dealers reporting 


eries of four quarts or more. 


was sold at this price (Table 1). In 
Ithaca, on the other hand, customers 
had to buy six or more quarts in order 
to obtain a two-cent reduction in price 
and less than 20 per cent of the retail 
milk was so priced in November 1947. 
More than 60 per cent of the milk 
the Ithaca 


dealers was sold at one cent less than 


retailed by four leading 
the single-quart price, which applies 
to deliveries of two to five quarts. 
[he various milk dealers in these 
two markets differed in their opinions 
of the discount plans now being used. 
Dealers in the Triple Cities were 
heartily in favor of volume discounts 
and were convinced that they had in 
creased milk consumption in that mar- 
ket. On the other hand, Ithaca dealers 
did not express much enthusiasm fon 


the plan. 


Favorable Reports From Dealers 
Twenty-three of the 28 milk dealers 
the 


discount plans being used in their re 


who were asked about volume- 
spective markets reported that their 


experience with these plans had been 





In buying or selling dairy products, 
accurate testing is a key to greater 
profits, uniformity of finished 
product, and conformance to 
government standards. 

@ The best assurance of constant 
attention to these important aspects 
of dairy operation is a fast, 
accurate, simplified tester of 
proven dependability. 

@ The Mojonnier Model D Tester 
provides the fastest and most 
accurate means of determining fat 
and solids content, and provides 
for both tests in one unit. 

@ Write today for full information. 
MOJONNIER BROS CO. 
4601 W. Ohio St., Chicago 44, Ill. 





—, 


TABLE !.— Percentage of Retai! Milk Sold at Various Prices in the Triple Cities 
and in Ithaca, November 1947 





Number 
Place of dealers Percentage of total sales at ——__| 
reporting Single quart l-cent 2-cent 
price discount discount 
Triple Cities 4 14 33 53 
Ithaca 5 19 63 18 
— 
favorable. The following were men prices than are charged on y 
tioned by the dealers as advantages tail milk routes. 
of this method of pricing milk to retail (3) Lower prices to the larger cys 
customers: tomers tend to keep them fro; 
(1) The discount plans recognize trading with two or more de; 
the differences in unit cost of ers in order to have milk delj 
delivery to large and small cus- ered every day. This may be | 
tomers, are more equitable to come an important means 
consumers and help to avoid preserving the every-other-da 
lestructive competition among system of delivery. 
dealers for the patronage of the (4) Some dealers believe that vi 


larger customers. 


J 


(2) Volume discounts help the re- 
tail milk dealers to meet com- 
petition from stores for the trade 
of consumers purchasing rela- 
tively large quantities of milk 
This is 


important in markets 


where stores sell milk at lower 


by 





Some of the 


ume discounts tend to increas 





the sales and consumption of 
cf milk. Larger purchases mea 
larger stocks in the home refrig 
erator. Dealers believe that pe 


ple use more milk when the x 
trigerator is well stocked with it 


dealers who supplier 


i ’ 
Bop og they 


aii 


















MILK TESTER 
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MOJONNIER PRODUCTS FOR THE DAIRY LABORATORY INCLUDE: BOTTLE WASHERS 
COMPOSITE SAMPLE BOTTLES © VISCOSIMETERS ® BUTTER PRINT SCALES © OVERRUN TESTERS © BOTTLE SHAKERS © BOTTLE HEATERS 
TFST BOTTLE BATHS ® COMPOSITE TEST LIQUID © SAMPLERS, TRIERS, DIPPERS @ ACID BOTTLE TRUNNIONS © MILK WEIGH RACKS, TICKETS 
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HOW CULLIGAN SERVICE WORKS 
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information in this survey also pointed 
out that many items in retail food 
stores are priced with some reduction 


for multiple-unit sales 


Che dealers also were asked to give 
reasons as to why volume discounts 
have not been adopted more widely 
in the markets of New York State. 
Following is a summary of their re- 
plies: 


(1) Variable prices increase the 
time required for bookkeeping 
and in some cases would neces 
sitate the employment of addi- 
tional office help. Each cus 
tomer’s account must be care- 
fully checked and summarized. 
The extra labor required for 
this purpose depends upon the 
manner in which the discount 


plan is applied. 


to 


Volume discounts tend to cause 
more errors in the customer's 


accounts. 


w 


Customers who fail by a small 
margin to get the largest dis- 
count or the lowest price are 
likely to become dissatisfied. 
Suitable and effective educa- 
tional efforts are needed to over 
come this attitude. 


Some Extra Bookkeeping Involved 

I'wenty-three of the 28 dealers who 
reported on their experience with vol- 
ume discounts said that such discounts 
did involve extra bookkeeping. Only 
five of these dealers said that the 
extra bookkeeping was a serious dis- 
advantage. Some dealers who have 
not tried volume discounts have ex 
pressed the opinion that variable 
prices would increase the difficulty of 
checking drivers’ reports of sales and 
collections and thereby encourage dis 
honesty. However, none of the deal 
ers included in this survey reported 
any difficulty of this kind. In prac 
tically all cases customers were billed 
from the main office after a careful 
check of the drivers’ records. 


The dealers were not in complete 
agreement as to whether volume dis 
counts increase milk sales and con- 
sumption. Obviously, the single-quart 
customers must pay more, even though 
the plan results in some reduction of 
unit costs and in the average selling 


price. The large customers receive 
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A MESSAGE FROM DISi | 


In a world torn with confu 
sion, uncertainty, strife and | 
heartache, any effort which 
leads to better understanding 
should have the earnest back- 
ing of all those who are in any 


wav interested in creating bette: 
conditions. Men of good will are 
the hope of this, as they have 
been of every other, trying age. 


Understanding, which is the 
out-growth of friendship, — is 


needed in our day as never be 
fore. It is the lodestar which 
points the way to hope for a 
better future. It is the bulwark 
of defense behind which we may _ | 
stand when uncertainty — in- 
creases. It is light springing out 


of darkness when all seems lost. 


It is this sort of understand- 
ing and friendship which Dairy 
| Industries Society, International 
| is seeking to develop and to 
carry forward to full fruition. 
Few programs ofter greater op- | 
portunity for unselfish coopera 
tion. Few offer greater possi- 
bilities for tangible, worthwhile, 
lasting results. Few offer so 
much for so little expenditure of 
time and attention. 


These tacts prompt the Com- 
mittee on Public Relations of 
DISI to invite the counsel, ad 
vice and full-rounded assistance 
of dairymen everywhere. There 
are so many ways in which each 
of us can help — correspondence, 
contacts, talks, memberships 


that they need not to be enum- 
erated here. DISI will welcome 
the cooperation of the entire 
dairy industry. Communicate 
with either of us, please, as 
Co-Chairman of the Commit- 
tee — or with DISI headquarters, 
1108 16th Street, N.W., Wash 
ington 6, D. C., U.S. A. 








milk at somewhat lower ‘prices, but 
experience indicates that slight differ 
ences in retail prices do not result in 
significant differences in consumption 
except among families whose incomes 
are low. Although the majority of the 
dealers expressed the opinion that vol 
ume discounts did increase sales and 


consumption, some maintained that 







consumers purchase nearly the sami 


quantities of milk regardless of pric : 


One of the best criteria for judgin, 
any new innovation is to see how 
works in actual practice. The expe, 
ences of New York milk dealers ind 
cate that a majority of those who hay, 


tried a system of volume discoupy 


like the idea. Similar evidence fro 


Minneapolis has been presented jn 


previous issue of this magazine. 


Are Discount Plans Sound? 


4 valid question might be raise 
then as to why volume discounts hay 
not been more widely adopted by mij 
dealers if they appear to be so desi 
able. This is a difficult question ; 
answer. _In general, however, mil 
dealers have not been convinced th: 
a volume discount plan will actual 
sell more milk or otherwise increas 
their revenues. The extra bookkee; 
ing involved has also posed a proble 
and many dealers have felt that 
would be impossible to sell their e 
ployees on such a plan. Many ha 
said that it would be very difficult t 
keep the milk drivers honest und 
this system of pricing. Other obje 
tions have been raised, but there a 
a couple of points which seem to | 
clear. First there is need for more i 
formation and facts concerning the ¢ 
fects on consumer demand of a w 
ume discount system. Does such 
plan actually encourage people 
drink more milk, or does it encourag 
a shift to or from store purchases t 


delivered sales? Is it equitable for t! 


customers purchasing large quantities 


of milk to subsidize the delivery t 
small users? These and other ques 
tions must be answered with facts bi 
fore we can expect any widespré 


adoption of such pricing plans. 


Secondly, it seems evident that sat 
istactory plans can be worked out i 
the dealers really want to adopt \ 
ume discounts. In those markets whe 
volume discounts have been adopt 
on milk, dealers have | satistactor 
answers for nearly all the objectiow 
raised by the skeptics. There is 4 
ways a natural reaction to change a! 
a satisfaction in the status quo. How 
ever, it seems highly likely and dest 
able that during the next few yeals 
more attention and thought should b 
given by milk dealers to the probler 
of volume discount pricing of milk 
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r 1950. rary ne ' 

= CEMAC AND THE DACRO P-38 CAP! 
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WEIGHT REDUCTION MOVIE 


National Dairy Council Sponsors 
Film Based on Michigan Study 


‘Weight Reduction Through Diet,” 
1 motion picture sponsored by the Na- 
tional Dairy Council, will receive its 
official premiere October 10, in Cleve- 
research authorities at- 


land, before 


tending the annual meeting of the 


American Dietetic Association. 
It will be presented as part of a 
technical report to be made by Mich- 
igan State 
research which has been under way 
at MSC for several years under Dr. 
Margaret A. Ohlson, Dr. Dena C. 
Cederquist, and Dr. Wilma D. 
Brewer, of the Department of Foods 
and Nutrition. 


College on weight-control 


Dairy foods are an essential part of 
the diet in this project and are in- 
cluded in every meal. 

The film portrays the progress made 
by 21 


students, and 10 residents of the Lan- 


adults (nine co-eds, two male 


sing area over a 3%-months’ period of 
1951. The 
rate of weight loss on the diet por- 


this research in average 


trayed in this film is 1% to 2 pounds 
a week. 


Increased Water Turbulence - Added Ice Capacity 
















Patent 
2448453 
Other 
Patents 
Pending 


Write for 
Bulletin 74-E 
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The diet differs from the usual re- 
ducing diet in that a larger breakfast 
and more fat in all meals are allowed. 
These features help to control appe- 
tite during the day. 


Sponsorship of this motion picture 
was prompted by the public’s wide- 
spread interest in weight control for 
health and social reasons. The visual 
evidence of weight loss through diet 
which satisfies and meets nutritional 
needs should aid in discouraging “fad” 
diets and contribute to improved food 
adults. The 


sound information on this subject is 


habits among need for 


summarized in the foreword by Dr. 





NEW NUTMEG PROF. 
Lynn Glazier, M.S., Univer- 
sity of Massachusetts, has been 
appointed to fill the assistant 
protessorship left open by the 
resignation of Professor R. E. 
Marland at the 


Connecticut. Mr. Glazier has had 


University of 


10 years experience in the dairy 
equipment field and 4 years of 
service in the Milk and Sanitary 
Inspection field. He assumed his 
new duties September 16, 1951. 











More Uniform Water Flow 


(Without Mechanical Agitator) 
are advantages of the 


‘King Zeero” 
ICE BUILDER 


Uniform Product Cooling is yours with a 
“KING ZEERO” unit, where ice is built up on the 
coils during the off-load period, assuring a large 
reserve supply of 32° to 34° ice water to be used 
during the load run. 
pressor needed saves on power — operating and 
maintenance costs are kept down to a minimum. 


Fast, 


Frederick J. Stare, M.D., Protessor al 
Nutrition at Harvard University, 
follows: 

“The dangers to health resulting 
from overweight have been show 
convincingly by life insurance records 
Life expectancy decreases as th 
amount of overweight increases. Ry. 
cessive calorie intake is the cause of 


overweight. 





“Consumption of calories, in excess 


of body needs, is the single most ey. 
tensive nutritional problem affecting 
public health in this country. People 
should be informed that overweight 
is preventable. They should be give, 
which wil] 


their ideal 


nutritional information 
help them to 
weight throughout life.” 

Prints of “Weight Reduction 
Through Diet” will be placed with 
national film booking bureaus, and wil] 


be loaned through these 


maintain 


bureaus to 
group leaders after November 1. 

Each film will be accompanied by 
a film guide, which will heip group 
leaders in presenting and discussing 
the film and 
taining a week’s menus from the diet 
plan. 


a consumer leaflet con- 














The relatively small com- 


Shown at left is Model E610 King Zeero Ice Builder 
(cross sectional view) showing “E” type louvres 


'THE KING ZEERO COMPANY 


1447-55 Montrose Ave. — Chicago 13, illinois 
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A Henszey Two Effect Evapo- 

rator recently installed by aq ees 

Wisconsin milk producer in 
: . a % mm, continuous operation up to 

sulting : . | A — 20 hours per day. 
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“|HENSZEY Multiple Effect EVAPORATORS 


... your answer to increased 
efficiency and greater plant capacity 


Henszey Multiple Effect Evaporators meet the most rigid sani- 
tary regulations. Cleaning of the entire unit, including hotwells 
and heaters, is completed in a simple operation with no manual 
p brushing necessary. 

















COMPACT — the entire evaporator with heaters (illustrated 
above) occupies only a 14’ 4” x 8' space! 





EFFICIENT — saves up to 50% of steam and water requirements. HENSZEY 3 effect UNIT 


Henszey separator assures 99.98% recovery of milk solids .. . Saves up to 70% STEAM and 72% WATER. 
an exclusive Henszey feature! COMPACT unit construction. All parts easily 


accessible for cleaning and inspection. 
Automatic milk feed valves control capacities and input. 
Henszey chill rings control foam! Without question, the 
Henszey Multiple Effect Evaporator is the most advanced 


.« equipment for milk plants today. 

ve Write for descriptive bulletin. 

sed 

= HENSZEY COMPANY 
and DEPT. A, WATERTOWN, WISCONSIN 
um. 


Also manufacturers of Coil Type Vacuum Pans 
and Vapor or Steam Preheaters 





Ocher HENSLEY Products 


Add Hen: Effect t isti coil 
@ Continuous Blowdown @ Boiler Feed Regulators type ‘a, tal ant capacity — jo 
@ Feed Water Meters @ Indicating Flow Meters Henszey units can be added later. 
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HENSZEY Conversion UNIT 











BUTTERMILK FOR THE SMALL PLANT 


UTTERMILK: Che ploneel 
of refreshing beverages! 

Many memories are cher- 
ished by those who drank but- 
termilk from the old wooden 
churn or dipped it from a crock 
in the springhouse. Its cool, 
tangy taste was refreshment at 
its finest. This buttermilk which 
consisted of the remaining por- 
tion of the cream after the 
churned butter had been re 
moved was known not only as 
a refreshing beverage but also 
for its therapeutic value. House 
wives used buttermilk in thei 
recipes to turn out baking of 
superb quality 

As the milk industry grew: the 
problems of this product grew 
also. There was not enough but- 
ter churned commercially to fill 
the demand for this type of 
buttermilk. It would whey-oft 
readily: thus making an unattrac 
tive package to offer to the con- 
sumer. Also, since farmers held 
their cream for several days be 
tore marketing, it would become 
strong and produce a buttermilk 
with an unpleasing taste. 

As a solution to these prob 
lems, the commercial processor 
started using a cultured butte: 
milk; a skimmilk to which a 
starter has been added consist 
ing of lactic acid bacteria. This 
buttermilk, which is not an imi- 
tation of the original buttermilk 
but rather a substitute for it, is 


By CALVERT R. WEBB 


produced by a method entirely 
different from that used to make 
the original. This process is by 
no means devoid of difficulties. 
In tact, each step in the process- 
ing procedure plays a very im- 
portant part in the quality of 
the finished product. 

The skimmilk to be used must 
be of the best quality. It must 
be handled in sterilized contain 
ers to prevent contamination 
from undesirable bacteria. This 
skimmilk should be pasteurized 
at 185°F (not over 190°F) and 
held for sixty minutes. At the 
end of the pasteurization period, 
the skim should be transferred 
to sterilized stainless steel cans, 
for cooling and setting. The 
milk should be cooled to 70°F 
as rapidly as possible. To accom 
plish this, the ordinary farm 
type can cooler does very nicely. 

The starter should be added 
to the 70°F milk at the rate of 
1% depending on starter quality. 
After thorough agitation the milk 
should be allowed to set undis- 
turbed for 12 to 15 hours, de 
pending on the activity of the 
starter used and the body pre 
ferred. Temperature control of 
the buttermilk during the set 
ting period is very important. If 
the temperature of the milk is 
to be affected by outside tem 
peratures, a jacket should be 
made to fit each can. An easy 


solution to this problem is to slip 


an ordinary burlap bag over the 
top of the can so that it covers 
the entire vessel. The bag acts 
as an insulation and helps pre 


vent a temperature drop in the 


milk. 


The next step in the process- 
ing procedure is very important 
in producing a buttermilk that 
does not whey-off readily. When 
the buttermilk has reached the 
preferred stage of coagulation it 
should not be stirred but should 
be lifted very carefully back into 
the can cooler, for further cool- 
ing. If the can cooler is operat 
ing properly, the buttermilk 
should reach 40° to 45°F within 
two hours. At this point the 
buttermilk should be removed 
from the can cooler, agitated 
until smooth and stored in the 
cold storage room to await bot- 
tling. Agitation for salt distribu- 
tion should be very brief at this 
point to prevent the incorpora- 
tion of air in the finished prod 
uct. The bottling of the butter- 
milk should be done very care- 
fully to insure the bottles being 
full. A bottle that is not full 
can greatly hinder the sale of an 
otherwise perfect product. 

The entire operation of a milk 
plant; the efficiency of its em- 
ployees and the sincerity of its 
management can be graded by 
the appearance and edibility of 
its buttermilk. 











Every plant can now enjoy the time-saving and labor-saving help ¥ F ) 
of several Girton Roll-A-Tables. New low price model—sturdily 
built of heavy gauge galvanized steel. 


Girton Case Trucks carry 
heavy loads with ease and 
safety. Available in a size 
to fit your needs for either 
To lViole-MolM@acel ile sleliil-Mael t+ e 








WRITE FOR 
PRICES ON 


OTHER SIZES ORDER FROM YOUR JOBBER OR DIRECT 
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MILLVILLE, PENNA. 
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We have found both of these 
; ‘to be the most sanitary cases 
They are absolutely samt- 
asily cleaned and 


crates 
available. 
tary. They can be € 
disinfected. 





The City He 
approval on these steel crates 


cleaning, and Owing to the fac 


alth Authorities have puc their 
due to their Sanitary features in 
t they will not rust.” 


WHEN YOU USE UNITED STEEL MILK CASES 


th the galvan- 


nd cheaper to eee SQY these users 


re cases Wi 
“i We find that the wire = 
d fi +h lighter a 
‘ved finish are not only much light 
ize ‘ 


use, but also more sanitary. 





+ + We have bee 
Period of time because f 
and long life of th “men 


nited Stet? Milk Cases are more sanitary because 

















there are no crevices in which bacteria and vermin can 

hide . . . no place for refuse to cling United Cases 

are quickly, efhciently cleaned . . . they dry quicker 

. never rot, because they can't hold moisture. 

There are other reasons for dairymens’ preference for 
United Cases: 

1. They're lighter in weight, a lot less bulky. 

This makes United Steel Cases easier, faster 

to handle, cuts handling costs to a minimum. 

2. They’re economical . . . in first cost, in re- 

placement cost. United Cases are stronger, 

last longer — you spend less than half as 

much for United Cases in a ten year period. 


You can prove these facts to yourself through use. For 
full information write Dept. AM. 


Names of letter writers on request. 


STEEL AND WIRE COMPANY 





BATTLE CREEK, MICHIGAN 


Manufacturers of Crates... Carriers... Icing Trays... lee Cream Equipment 
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SUPPLEE 

a a 
PASTEURIZED 

SOUR 


CREAM 


Sealtest Specialty products such as “half and half,” egg nog, 
butter, sour cream, and yogurt are now sold in packages de- 
signed to bring about easy consumer recognition. 








owe v 


These colorful cartons for Sealtest milk, cream, and cottage 
cheese will be available through all Sealtest divisions of 
National Dairy Products Corporation by September 15. 


SEALTEST RE-DESIGNS ITS PACKAGES 


Program, Completed September 15, Provides Color Identification for Entire 
Line of Products— Varied Local Requirements Surmounted By Basic Pattern 


EW CARTONS for the entire line of Sealtest products 

will be made available by all divisions of the Na 

tional Dairy Products Corporation as a result of a 
basic new design for containers carrying Sealtest products. 

One of the greatest advances in packaging in the dairy 
industry will be completed on September 15, when new 
cartons for the entire line of Sealtest products will be 
made available by all Sealtest divisions of National Dairy 
Products Corporation, it is announced at the company’s 
headquarters in New York. 

With hundreds of different local requirements govern- 
ing individual containers, the designing of basic cartons 


to achieve uniformity was a task of proportions encoun- 
tered by a few other industrial organizations. 

Creating family resemblance through use of a tile pat 
tern, the new packages also establish product identifica- 
tion by color, making it a simple matter for the shopper 
to select instantly any dairy item. 

Adoption of similar cartons by Sealtest’s many divi- 
sions throughout the country will familiarize the consumer 
with the colorful Sealtest packages, facilitating immediate 
and positive brand and flavor identification in any outlet 
where Sealtest products are sold. 


The tile design was adopted instead of the solid 








Stainless Steel Sponges 


have greater resistance to corrosive lactic acid and are a 


“must” for the Dairy Industry. By far the most effective 


KLEENETTE MANUF TURING CO. 


1269 W. 


metal sponges for raising standards 


and lowering costs. Will not injure 


hands or equipment. 


Request FREE SAMPLE on your letterhead. 





NORTH AVE. CHICAGO 22, Itt. 
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When you're in Detroit 
for the 0.1.5.4. Convention 


HAVE SOMEONE TIE A STRING —OR SEND YOURSELF 
ON YOUR FINGER A “WIRE’ 

















—OR EVEN TEAR OUT -..BUT DON’T FORGET 
THIS PAGE 
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Sealright has the “WELCOME” mat out 


..- at the Hotel Detroiter 


SPECIALISTS IN THE SANITARY PACKAGING OF MILK AND DAIRY PRODUCTS 











SEALRIGHT 














SANITARY SERVICE 
ned SEALRIGHT PACIFIC LTD., LOS ANGELES, CALIFORNIA © SEALRIGHT CO.,INC., FULTON, N.Y. © KANSAS CITY, KANSAS 
Vee) CANADIAN SEALRIGHT CO., LTD., PETERBOROUGH, ONTARIO, CANADA 
ILL. 
eens 
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ink 


milk cartons inte1 


color background originally planned because colored 
whole of the 


fered with penetration of the wax coating. 


spread over the surface 


{s an answer to this problem, Raymond Loewy Asso- 
evolved the tile 
This 


give the 


well-known industrial designer, 


which 


lates, 


levice permits adhesion of the wax. trim 


pattern was then extended to other cartons to 


‘tamily” unity to cottage cheese, cream, butter, eggs, 


yogurt, egg nog, and other products in the Sealtest line. 
While 


definite 


seeking maximum product identification and 


National Dairy 


cope with the added sige of local regulations on pack 


family resemblance, also had to 
alone, the 
company developed ovei an different variations of the 
The pack- 
familiar red parallelograms 
Sealtest 


aging of dairy products. For the milk cartons 
basic design to conform to diverse local rulings. 


ages all carry the and the 


highly visible script. 
The concept of color-keyed containers first appeared 
Sealtest ice 


of last year. 


in the cream cartons introduced in August 


Formerly, ice cream was identified only by 


a name stamped on a standard carton, forcing the con- 


sumer to do considerable searching for the’ favor desired. 
New Sealtest ice cream packages carry complementary 
with the keyed to the 


Havor for quick selection, i. for vanilla, yellow for 


color schemes, background color 
e., blue 
chocolate, green for strawberry, etc. On their four large 
sides, the cartons carry tempting eye-level color pictures 
of the ice cream flavor inside. Six basic color-keyed cartons 


in both pint and half-gallon sizes are included in the ice 


line. 


“HANSEN'S” 


COTTAGE CHEESE COAGULATOR 


cream 





Smooth Meaty Curd * Highest Possible Yield 


In cottage cheese making, the tolerance in rennet or 
enzyme action is exceedingly small. Too little or too 
— may produce failures, the causes of 

which are often hard to diagnose. 
“Hansen's Cottage Cheese Coagula- Wy 
tor gives maximum assurance of proper S 
coagulation and uniformly desirable SS 
curd characteristics. It is scientifically SS 
prepared — accurately standardized — 
easy to use — completely reliable. 


1 Gallon Bottles, 5, 10, and 24 Gal. 






ATS 


HY 


bidll 


Kegs - 


CHR. HANSEN’S LABORATORY, INC. 
WISCONSIN 


MILWAUKEE 14, 
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The 


follows: 


color code for the 
bright 


green for Grade 


four basic milk types is 


red for Vitamin D homogenized mi 
A pasteurized; orange for buttermil 


brown for chocolate milk. 


; al 
These cartons provide a strikj 
contrast when displayed side-by-side in refrigerated cas, 
nd § 
top containers is the type of milk, while the Sealtest nay 


is diagonally inscribed in script on all sides. 


Clearly imprinted on the front panel of the gabl 





Pint and half-pint sizes of coffee cream are | ickag| 


in a medium blue, while the 


whipping cream carton } 
dark blue. “Half and half” (half milk and halt 
combines the colors for milk and cream—red a 
Sour cream comes in a round maroon containe: 


and _half-; 


The attractive new cartons for Sealtest cottage che 


yint sizes. 


have figured prominently and colorfully in the current pra 
‘ 


motion drive for this product, which has included ady 


tising over radio and television and in the 


of Sunday 
The 


tor creamed cottage cheese, 


comic sectic 


newspapers. 


tiled sides of these round cartons are 


light bly 
green for flavored types, an 


brown for special kinds. 


Packages for specialty products such as egg nog anff 


yogurt vary from the others in that they have 


and the tile 
used only on part of the packages. Egg nog cartons a 


and the 


sty lize 


lettering for quick identification, design 


green, red, and white, yogurt containers bly 


red, and white. 


Sealtest containers are supplied by about 20 man 


tacturers. 


Stock Up Safely 


UR sanitary “safety-lirst”™ package is one. of 
Seal-Leaks’ most appreciated features. ‘The unit's a dust 
tite box of 250. Four to the thousand forty to the 
case of 10,000. Open a-unit-at-a-time, and your unused 
Seal-Leaks always stay sweet 

But here’s another “safety-lirst” secret you cal 

safely “stock up! Fewer orders less bother 

ordering less danger of running short, and your 
whole plant purring along indetinitely wit! 

Seal-Leaks. 

Made-by-the-million Every onceivable size im 
shape Special styles promptly ordet 
jobber have your sample 


Ask your Jobber for SEAL-LEAKS by Name. 


TRADE MAPK ee os mar ots 


uaveneni wa. 
IN GASKETS 


aa 


BEAVERITE PRODUCTS. INC 
Beaver Falls. New York, U:S‘A’ 
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EVERYBODY’S TALKING ABOUT THIS 
GREAT 


NEW MARKET FOR MILK! 
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ss MILK MACHINES 
ere appears to be no e 
; d 
the adoption of the coin foo Po: 


f : ‘ 

= various vending Purposes, Be 

au i i t ; 
se Cornel] niversity authori. 


one of 
; a dust 
to the 
unused 


1 Cal 
other Above, one of the Rowe Automatic Milk Vendors at Cornell University. 





you Dr. Paul E. Ramstad (right) of the School of Nutrition puts in a dime nal petra — : r 
wit! Ethel Olsen. Standing by, enjoying a mid-afternoon snack, are Mrs. Monroe of converie idee Gene gem 
the scheduling office, and Cy Crowe, assistant state extension leader. Pus ‘i poe ie tea “a 

: and in university buildings 
" Paras in the Proper slot Prompt- 

| elivers a half-pi; ' 

; -pint 

Name. ROWE PERFECTED FULLY AUTOMATIC MILK VENDING ee ner OF sill pain er choco 
5 r choco- 


late flavored, Sales are h 


OFFERS VAST NEW PROFIT POTENTIAL ~ 
if milk will serve 


® A tremendous public favorite wherever 


@ Simple to operate, simple to install, 
simple to maintain—and trouble-free! 


® The one automatic milk vendor thor- 
Oughiy tested and proven in the field . . . 
manufactured by the world’s leading 
makers of automatic merchandising 
equipment (rated AAA-1) . . . now being 


installed ... gives dairies extra profits 
through direct-to-public retail selling . . . 
sells quantities of milk that would never 
have been sold at all! 

® Builds good will for the dairy . . . com- 
bines advertising, display, and selling on 
the spot . . . offers exceptional publicity 


to better the 
health of Cornell Students, there 


pi to be no further Cause for 
: as in that direction, Maybe 
€ novelty of the i 

) machines : 

—— the selling volume can be 
raced to their silent appeal, The 


and promotion possibilities. Vending machin 
¢ has gone 
a long 


Way since the d i 
me ay when it only sold 


operated by leading dairies everywhere! 


For complete information, write to: 


® 
MANUFACTURING COMPANY, INC. 
World’s Largest Manufacturer of Automatic Merchandising Equipment PaO 
Sales Office: 31 East 17 Street, New York Factory: Whippany, N. J. ane se 
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Fiber Milk Containers are Bottles 






The Advent of the Paper Container for Milk Precipitated A Long Argument On 
the Question of What Constitutes A Bottle—The Courts Have Finally Spoken 


The ten year strug- 
gle of the courts for 


We the legal definition 
feature of a milk bottle is 
apparently at rest. A 

5 Pennsylvania court, 





in a recent decision, 





has determined that 
a single service fiber container is a 
milk “bottle.” 


An ordinance was adopted by the 
City of Chicago in 1935 that milk and 
milk products sold in quantities of 
less than a gallon should be delivered 
in “standard milk bottles.” 


In an action, brought by the Field- 
crest Dairies five years later involving 
this ordinance, the Federal Court said 
that the evidence in the action showed 
that fiber containers are safe and sani 
tary and in daily use in the city for 
the sale of milk, chocolate milk. ice 
cream and other liquids in drug stores 
and in common use for cheese, butter. 
meat, fruit and so on. 


In cities and villages where fiber 
containers are used no epidemic, dis- 
ease or any public health hazard has 
either been created or suspected as 
being 


traced to the use of paper 


containers. 

“In fact, so far as evidence shows, 
no individual instance of serious dis- 
ease or minor ailment has been traced 
to the use of paper containers. The 


By ALBERT W. GRAY 


results of practical experience are 


more persuasive than the opposing 
theories of experts.” 
A bottle, concluded this court, is 


not characterized by the material out 
Whether made 
other hard sub- 


of which it is made. 
of skins or glass or 
bottle 
characteristics. It 


stance a must have certain 
must be an open 
mouthed vessel; it must have a neck 
with an aperture which may be closed 
with a plug, string or a stopper and 
containing 


it must be capable of 


liquids. 


This decision, including containers 
of paper within the purview of the 
definition of a bottle, was but the 
beginning of litigation over this defini- 
tion. There have been sporadic out- 
bursts for over ten years which con- 
tinued until a few months ago when 
the Pennsylvania court, by a decision 
holding fiber containers to be bottles, 
stilled these waves of contention. 

This decision was later reversed by 
the Federal Court of Appeals and 
that reversal subsequently reversed by 
the United States Supreme Court. 


Win One, Lose One 
While this case was before the 
Federal Courts the Dean Milk Com- 
pany instituted a second action in the 
Illinois state courts. The action was 
successful in the lower court and the 
enforcement of this “bottle” ordinance 





was prohibited. Later, however, that 
was reversed by the stat 
its reversal the 
court pointed out that this ordinane 
had been adopted by the City of Chi 
1935 


paper containers were not only not 


decision 
Supreme Court. In 


cago in when single Service 
in use but that they did not become 


in common use until three years later 


said the 
court, “that bottles are made of other 


“While it may be true,” 


material than glass, yet language use 
in an ordinance must ‘be considered 
according to its ordinary meaning at 
1935. the 
a glass 
bottle of the ordinary shape and size.” 


the time it is used and in 
phrase “milk bottle” meant 


There these lawsuits over the def- 
“milk bottle” 
this recent Pennsylvania decision that 


inition of rested until 


paper containers are “bottles.” 


An ordinance was adopted in 1925 
by Washington, Pennsylvania, speci- 
fied that, “Pasteurized milk shall be 
delivered to the consumer in bottles 
only, unless otherwise specified in the 
permit.” In April, 1947, 
vears later, the Board of Health of 
that city passed a resolution that all 
milk and fluid derivatives of milk, ex 


twenty-twi 


cept condensed and evaporated milk 
sold and delivered to houses or t 
stores for resale to customers, must be 
bottled and delivered in transparent 
Shortly 


containers. afterwards _ the 








Z 


bottle sizes. 
Accommodates gallon jugs. 


bottom. 
Sturdily built of galvanized steel. 


cations. 





Heavily insulated on all sides, top and 


Space for cream, butter, cheese, etc. 
Finished in French gray or to your specifi- 


ALL-WEATHER 
INSULATED CABINETS 


Help Drivers Sell New Customers 


Made in 3-4-6 qt. round or 4-6-8 square 
The flavor and freshness of your products are held 
in a Shirley 
Protection from extreme 


longer when your 
All-Weather Insulated Cabinet. 


heat and cold means more flavor in 
Immediate delivery. Send for sample cabinet and prices 


today. 


SHIRLEY MFG. CO., 1313 Woodruff Ave., Rockford, Ill. 


driver leaves them 
your products. 


Specify round or square bottles. 


DISTRIBUTOR INQUIRIES INVITED 
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THE BEST BOTTLE 
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LOWEST COST 
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nly no 


—— You’re sure of getting the best bottle when 
irs later : hag 

you use Wyandotte Seneca Flakes* and 
said the 
of other 


ige use 


B.W.C. They leave bottles crystal-clear. 


They reduce “carry-over.” They reduce 


nsidesal “drag-out.” Plants using this cost-cutting 
ining at combination report substantial savings 
935 ° ° ° ° 
939 . over using straight caustic — with fewer 
a Glass ° ° 

pe rejects! One plant cut rejects over 60% 
nd size. 

with Seneca Flakes and B.W.C.! 

the def- 


ed until Ask your Wyandotte Representative or 


sion that Supplier to come in and show you how 


Seneca Flakes and B.W.C. can give you 


in 1925 a better bottle at less cost. 

A, speci- , 

shall be P. S. — If you have any type of cleaning prob- 
bottl lem, write Wyandotte for free technical 

- information and service. *Reg. U. 8. Pat. Of 

-d in the 
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@ Prevent scale ...and alkali “drag-out” 


@ Drain faster and more thoroughly 


_ must be @ Dissolve instantly in hot or cold water 


unsparent 
ards — the 


@ Destroy bacteria 


ny (h | see rd ee @ Soften and condition the water 
B.W.C, Promoted alkali 
and extender 


@ Prevent rust 
@ Speed soil removal 


Prevent chain-drag 


WYANDOTTE CHEMICALS CORPORATION 


THE WYANDOTTE LINE— water conditioners: Wyandotte, Michigan + Service Representatives in 88 Cities 


N.S.Q., Keego; bottle-washing alkalies: B.W.C., 
Seneca Flakes, Chippewa Flakes, C.C.S., 721 Special, 
Star 5X, Flake Industrial Alkali; germicides: Steri- 
Chlor, Spartec; for equipment cleaning: G.LX., 
SR-10, Kelvar, Poma. In fact, specialized products 
for every cleaning need. 
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ADA PLAYS SCHOOL ANGLE 


School days are happy days, especially when “milk 


enjoyed by pupils and teachers. Six 


ideas for every mother with children in school are pictured 


ee in this full color, sales-pointed ad sponsored by the nation’s 


bined circulation is 


toods 


AMERICAN DAIRY ASSOCIATION 


Fapaeerhiientetieroeecs —J- ety. 
LIVE BETTER (longer. stronger) WITH DAIRY FOODS 


dairy farmers through their own American Dairy Associa- 
tion. This ad appears in the October issues of Ladies’ 
Home Journal, McCall’s Magazine and Parents’ Magazine 
and in the November issue of Good Housekeeping. Com 
12,717,526. 


milk, butter, cheese, cream, ice 


Featured in the ad ar 


cream and other dairy 





board modified this resolution by per 
mitting the use of single fiber con 


tainers or cartons. 


Upon the adoption of this modi 
fication the Otto Milk Company, a 
subsidiary of the Dean Milk Company, 
which until that time had used glass 
bottles exclusively for containers, 
equipped their plant for the packag- 
ing of milk in fiber containers. 

Within thirty days after this change 
had been made by this milk company 
the citv revoked this resolution per- 
mitting the use of paper containers. At 
that the company sued for an injunc- 
tion against the enforcement of the 
“bottles.” 


granted. 


ordinance requirement of 


The injunction wa: 


The city next threatened the com- 
pany with prosecution under the old 
1925 ordinance requiring pasteurized 
milk to be delivered in bottles. This 
attack was abetted by warnings to the 
retail distributors of the milk company 
against the violation of the ordinance. 
In consequence the trade of the com- 
pany collapsed. The court in this in 
stance refused to prohibit the enforce 


ment of the 1925 ordinance saving 


that fiber containers were not bottles 
at the time that 
adopted, although both the Secretary 
of Health of the state and the United 
States Public Health Service had ap- 
proved the use of paper containers for 


ordinance was 


the packaging and distribution of milk. 


The milk company appealed from 
this refusal of the lower court to en- 
join the enforcement of this ordinance 
against the use of fiber containers. 
“Since the city’s threat of prosecution 
against the milk company is based 
entirely on the company’s delivery 
of milk in fiber containers it follows 
that if these containers are bottles the 
company is entitled to the relief it 
seeks,” said the Pennsylvania appellate 
court. 


The Court Says It’s A Bottle 


According to the approved usage, 
continued this court, a fiber container 
is a bottle. The dictionary defines the 
word “bottle” as a hollow vessel of 
glass, earthenware or the like, usually 
with a comparatively narrow neck or 
mouth and without handles. “Bottle” 
is now so loosely used that its limit 
of application is not well defined; it 


s generally distinguished trom su 


vessels as a jug or demijohn. 

It the bottle used by the compat 
had been made of glass, no matt 
what the color of the glass, appa 
ently there would not have been any 
interference with the company’s us 
of it. If the City of Washington & 
sired to restrict the delivery of milk 
to bottles which were transparent, it 
should have said so, was the retort 
of the court to the contention of th 
city that an opaque container pr 
vented the consumer from discovering 
whether it contained dirt or othe 
objectionable substances. 

The end of an ordinance, said a 
Ohio court of similar restrictive regu 
lations, is not the restriction of th 
right to conduct business as its owne! 
may see fit but the health and welfar 
of the community. “You cannot put 
a straitjacket on justice any mor 
than you can put a_ straitjacket o 
business. Private initiative, enterpris 
and public demand are constantly dis 
covering new methods and agencies 
hence a police power must always be 
available to afford an adequate pr 


tection to the public.” 


Better Dairies Everywhere Are Switching to 


HAYNES SNAP-TI'TE NE: 


OPRENE GASKETS 
for Sanitary Fittings 





Order through your favorite jobber. 
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FOR A DISH TO TEMPT THE EYES, 
COTTAGE CHEESE TAKES THE PRIZE. 
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| ee Cottage cheese 
Appetite appeal is the third of five solid reasons 
why this is a cottage cheese year. The snowy- 
white color and rich texture of cottage cheese 
make it a dish bound to please any appetite. 


me is a fresh-looking, 
ve regu 


1 of the 


appetizing food. 


ts ownel The other four reasons are: (1) cottage cheese is 

| welfare nutritious ; (2) it’s economical; (4) it’s versatile — 

not put can be used in any course of any meal; and (5) it’s 

.  _laadeaaaasaaas COLORFUL CONTINENTAL CUPS are designed with extra 
wash Make the most of cottage cheese’s good looks. _ sidewall strength and horizontal flexibility. This means 
— Show retailers how to ring a display of mixed jam-free filling operation and long-lasting good looks 
- cottage cheese with fresh fruits and vegetables. right to the family table. Transparent Monopane lids 
Se It’s a sure way to make sales climb. sell new cottage cheese combinations on sight. 


ate pro 


CONTINENTAL © CAN COMPANY 


349 ORATON ST., NEWARK 4, N. J. 
BOSTON © PHILADELPHIA * CLEVELAND * CHICAGO * NEW YORK * KANSAS CITY * ATLANTA * LOS ANGELES * SAN FRANCISCO 
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MAILING LISTS ARE EASY TO BUILD 


The Mails Are A Sound Method of Reaching People But Be 
Sure You Have Their Title, Name and Address Correct 


By PAUL LOCKWOOD 


ILK PLANT operators, who do any direct mail 
M advertising, will agree that their mailing lists of 

potential prospects and of good customers are most 
valuable assets. A good mailing list is usually estimated 
to be worth a dollar a name. Although this item may 
be shown on the firm’s balance sheet the names of the 
people on the mailing list is the measure of the success 
that can be expected of any direct mail campaign and 
the value of the list. 

Assets are usually depreciated each year because 
they wear out, become obsolete, or are used up. Bottles, 
carriers, office equipment, delivery equipment, and other 
milk plant assets are not worth as much today as they 
were a year ago. There is a constant depreciation of all 
plant assets. 

Mailing lists depreciate too. People move, customers 
die, new customers move into the trading area, and other 
people change their names. A mailing list that is 98% 
accurate today will be down to 95% accuracy in thirty 
days. Depreciation of 3% in one month is using up an 
asset quickly. 


Requirements for a good up-to-date mailing list can 
be detailed as follows: 


1. Every Title Should Be Absolutely Correct 


Calling a “Miss” a “Mrs.” or a “Mr.” doesn’t add to 
the prestige of the milk plant owner addressing the 
envelope. Some people have names that could be either 
“Miss” or “Mr.” and unless a great deal of care is used in 
addresses will be valueless. 

2. Every Name Should Be Complete and Spelled 
Correctly 


We all like ourselves and our own names. When the 
direct mail advertising arrives addressed to “P.” instead 





Mailing lists can be a big help in soliciting 
business, says Mr. Lockwood, a Californian with a 
background of merchandising and advertising ex- 
perience. However, he advises, they are only good 
when they are accurate. People are proud of their 
names. An incorrect spelling or a wrong address 
can do more harm than good. 











of “Paul” it indicates that the advertising dairyman js 
cutting corners on cost or isn’t a very friendly business- 
man with whom to do business. 

Checking over correct spelling of names shouldn't 
be too difficult for any milk plant operator. However, 
many firms do neglect this detail. During the past year, 
for instance, I have received mail addressed to “Lake- 
wood,” “Lockwould,” “Lockworm,” and “Lookwood.” In- 
teresting, but not very strong selling for these direct 
advertisers. Vanity is important in all types of selling 
and in direct mail advertising it is a must. 

3. Every Address Should Be Correct 

Minor errors in addresses are usually rectified by the 
Post Office Department. However, letters have gone 
astray when properly addressed as we all know. Dollars 
to the dead letter office is the end result for any milk 
plant manager who doesn’t keep his mailing list up-to-date 
and complete with correct names and addresses. 

Here are some suggestions made by direct mail adver. 
tisers in the dairy trade on how to maintain a mailing 
list: 

1. Make It the Responsibility of One Individual 

It is all right to “let George do it” if George knows 
it is his responsibility. Maintaining the mailing list should 
be the job of one person and only one. If everyone has 
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Every plant can now enjoy the time-saving and labor-saving help an 
of several Girton Roll-A-Tables. New low price model—sturdily 
built of heavy gauge galvanized steel. ™ 
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giot¥ e The Bottle Washer that PAYS FOR ITSELF! 
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" Here’s what Mr. H. G. Sweet of St. Regis Dairy Farm, 
ailing 


Saranac Lake, N. Y. says about the Rotosoak: 


“*This washer has been the spark plug of my entire dairy. Wash- 
ing and filling bottles isn’t a mean task anymore. I have only one 
hired hand now instead of two and this man even saves 3 hours a 


k 7 ° . ” 
nows day washing and filling the Rotosoak way. 


should 


ie has 


wren nen n nnn eens enenen5 


Mail This Coupon For Free Folder 


R. G. WRIGHT COMPANY, INC. 
ROETZER ST. * BUFFALO 11, N.Y. 


PLEASE SEND ME LITERATURE AND PRICES ON YOUR 
ROTOSOAK-20 BOTTLE WASHER. 


Here is another of many enthusiastic owners of this new unique 
bottle washer which produces twenty clean sparkling bottles per 
minute. Of compact design (2’ x 8’) it occupies a minimum of 
working floor space because the washer is placed along the wall 
and connected directly to the filler as in the St. Regis Dairy in- 
stallation shown above. This is why one man can simultaneously 
operate both washer and filler. 

















; NAME____ 
The revolutionary Wright Rotosoak is the only washer which 
by rotating the bottles obtains added efficiency in removing film GARY ____. 
during soak and effects a direct scrubbing jet action during rinse apoenes 
on all hard-to-reach inside corners of the bottle instead of rinsing 
by splashing the water off the base of the bottle. CITY ZONE 
For a modest price, R. G. Wright offers you a bottle washer STATE 
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that pays for itself within a year from savings in labor costs. 
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SUNG XG. WRIGHT COMPANY, INC. Jietenmenenemstrngranoy 
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Dairy products held their own against cand 
apples, sea foam candy and all of the soda pop in 
the State of Illinois when the Illinois Dairy Products 
Association trotted out its dairy bar at the State Fai 
For a number of years the dairy bar has proved to 
be one of the most popular refreshment stands at 
the Fair. Photograph shows the large number of 
waitresses that were required to handle the volume 
of business as well as a portion of the crowd that 
found dairy products the best food buy at the show 





a finger in making corrections on the mailing list it will 
slowly deteriorate to a point where the names and the 


addresses will be valueless. 


2. Check List At Regular Intervals 

Most successful milk plant operators who use direct 
mail advertising agree that a mailing list should be checked 
at least twice a year. When the mailings are frequent 
and one individual has the sole responsibility for the 
list the constant checking may eliminate the necessity of 
this bi-annual list checking. 


3. Have Post Office Check Names 

Direct mail advertisers in the dairy industry can 
submit a mailing list to the local postmaster for a complete 
check. This list must be on three by five cards and in 
groups of 25 or more at one time. One cent a name 
checked is the charge made for this type of checking 
which includes forwarding the latest information avail 
able on the name to the dairyman. 


4. Use Form 3547 

When the direct mail advertising matter is third o1 
fourth class mail addressed to the complete mailing list, 
this form may be used successfully. The following re 
quest should be printed in the lower left-hand corner of 
the envelope: 

Postmaster: If the addressee has removed, pleas« 

notify sender on Form 3547, postage for which 

is guaranteed. 

This special service offered milk plant operators by 
the Post Office Department costs only 2c a name cor- 
rected and is well worth the extra cost involved. 


5. Check With Printed Directories 

City directories and telephone books are checked 
and re-checked for accuracy on the spelling of the names. 
Checking the local mailing list against the telephone 


66 


directory, each time a new one is issued, will prove most 
helpful. City directories have changes that are mor 
complete, but the changes are made less frequently 
consequently city directories are not recommended unless 
the name is not listed in the telephone directory. 


6. Have Local Agency Correct List 

Some direct mail advertisers do not have the facilities 
or the time for complete mailing list checking. Local 
advertising agencies usually maintain complete accurate 
mailing lists and will check milk plant managers mailing 
lists against this master mailing list. Fees for this checking 
may vary with the locality, but it is an avenue worth in 
vestigation by any dairyman. 


7. Ask the Man Who Owns i 


People are proud of their own names. Asking the 
addressee whether or not his or her name and address is 
correct will produce an answer quickly, particularly if 
there is an error in the listing. Simple direct requests 
or clever cartoons asking for name and address corrections 
will get a good response. Be sure to provide a self- 
addressed postage free envelope or card for best results 
with this method. 

Many dairymen who use direct mail advertising feel 
that each correct name on their mailing list is worth at 
least one dollar. Incorrect names and _ addresses. that 
filter into your mailing list should be shown on the 
liability’ side of your balance sheet. The liability that 
these incorrect names involve is at least two dollars each 
because of the expense involved in non-productive advet 
tising and ill will created. 

On the basis of this mailing list evaluation when 
your mailing list reaches 50% accuracy it is valueless- 
beyond that a hopelesss liability. Constant checking 
through the methods suggested will insure you the best 
returns from your direct mail advertising. 
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Nhy we 
\dvertise 
scularly in the 
\merican Milk Review 
t ‘When selecting a Publication to most 
effectively present the advantages ol 
United Steel & Wire Milk Cases to the 
“Working” Milk Industry, two considera- 
tions are upper most in our minds 
First and probably most important, is the 
quality of the inquiries; Second, we con- 
sider the number of inquiries a publica- 
tion will give us. 
“We have found the American Milk 
Review gives us both —a. satisfactory 
ie quality and quantity of inquiries - 
» most inquiries from the men in the Industry 
more who are constantly striving to maintain 
1ently Sanitation and increase the efficiency of 
unless their Dairy Operation. 
Ve have found American Milk Review 
s a “Must” on our advertising schedules.” 
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a 2 Sales Director, Dairy Division 
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that MOST PRODUCTIVE ADVER- 
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SOUTHERN DAIRIES NEW PRESIDENT 


Election of Wi- 
ley S. Obenshain as 
President of South- 
ern Dairies, Inc., 
which operates 61 
Sealtest 
the Southeast, was 
announced by E. J. 
Mather, 


of the 


plants in 


Chairman 
Board. 


Mr. Obenshain’s 
selection by the 
Board of  Direc- 
tors climaxes his 
or Al . 
36 years of service 


with the company, 


WILEY S. OBENSHAIN 


which this year cel- 
ebrated its 50th an- 
niversary. For the past four years he has served as Execu- 
tive Vice President. He began with the Southern Dairies 
plant at Jacksonville, Florida, in 1915 when it was a part 
of the former Chapin-Sacks Company. After superintend- 
ing its milk department, he was in charge of all production. 


In World War I Mr. Obenshain served as a First 
Lieutenant and scientific assistant in the United States 
Public Health Service. He returned to Southern Dairies 


as manager of the Charlotte, N. C. plant. In 1936 he be- 
came zone manager for North Carolina, South Carolina 
and Georgia, and was elected to the Board of Directors. 
He was made a member of the Executive Committee in 
1943 and the following year was elected a Vice President. 
When he became Executive Vice President in 1947, he 
moved to the Company’s general offices in Washington, 


D. C. 


Mr. Obenshain was President of the North Carolina 
Dairy Products Association for two terms and is now a 
Director of the North Carolina Dairy Foundation and of 
the International Association of Ice Cream Manufacturers. 
In Charlotte he was President of the Rotary Club, a 
Director of the Chamber of Commerce, Chairman of the 
Board of Elders and Deacons of the First Christian Church, 
and Sunday School Superintendent. He is now a member 
of the National City Christian Church in Washington. 
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PENNSALT APPOINTS HOFFMAN 

Don D. Hotiman 
has been appointed 
Field Sales 
ger of Pennsy l|van- 
ia Salt Manufactur. 
ing Co.’s S} cial- 
ties Sales Division 
it was 


\ iana- 


announced 

by Arthur G. Tun- 

stall, -. Asst Gen- 

eral Sales Ma ager 
“Mr. 


function as 


Hottman’s 
Field 
Sales Manager wil] 
be to direct and 
supervise the dis- 


DON D. HOFFMAN 


trict sales manag- 
to furnish 
liason between them and departmental sales managers in 


the Philadelphia office,” Mr. Tunstall said. 


ers and 


Mr. Hoffman has been with 1935 


when he joined the sales staff of the laundry and dry 


Pennsalt since 
cleaning department. He subsequently became southeast- 
ern district sales manager for that department in 1943, 
and in 1946 was brought to the Philadelphia 
\ssistant Manager of Sales. 


iffice as 


Mr. Hoffman, who lives with his family in Wayne, 
Pa., is a native of Oakland, Calif. He attended 
State College and Northwestern University. 


Fresno 


Pennsalt’s Specialties Sales Division comprises a com 
plete selling organization handling such products as dairy 
sanitizers and cleaners in the B-K line; all laundry and 
dry cleaning products, including Pensal and Erusto prod- 
ucts; building and shop maintenance chemicals and clean- 
ers; household and garden insecticides under the Knox 
Out label, lve and similar specialties. 


In addition to the sales office at company headquar- 
ters in Philadelphia, sales offices handling the specialties 
products are also located in Pittsburgh, Paterson, N. J., 
Detroit, Kansas City, Dallas, Los 
Angeles and Berkeley, Calif., Portland, Ore.. and Tacoma. 


Chicago, Cincinnati, 


Fi eth RAAB Lae 19551 a: tiv. 


sss 
i 
SE 


GSE 


Send for 0 trial order 
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HE MARINE MIDLAND 


TRUST COMPANY 
OF NEW YORK 


CHAMBERS STREET OFFICE 


Chambers at West Broadway 


JAMES M. KELLY - - Assistant Vice-President 





WHEN SHIPPING DAIRY PRODUCTS TO NEW YORK 
YOU WILL FIND THE COLLECTION OF DRAFTS 
GREATLY FACILITATED IF THEY ARE DRAWN 
THROUGH OUR BANK. WE ARE LOCATED IN THE 
HEART OF NEW YORK’S WHOLESALE FOOD MARKETS 
AND ARE PREPARED TO OFFER FAST AND EFFICIENT 
SERVICE TO ALL SHIPPERS OF PERISHABLE FOODS. 


We Cordially Invite Your Patronage 


MEMBER 


MARINE MIDLAND GROUP OF BANKS NEW YORK CLEARING HOUSE ASSOCIATION 
FEDERAL RESERVE SYSTEM FEDERAL DEPOSIT INSURANCE CORPORATION 
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MILK FIRMS SCORE IN CONTEST 


Nine Dairy Product Companies Win 
Awards for Modernized 1950 Annual! 


Tl 
first conc 


success V 


Reports in Financial World Competitions ceeded t] 

From the 5,000 corporation annual reports for 195 aluminun 
rated in the Eleventh Annual Survey, conducted by We, f cottage | 
ton Smith of Financial World, nine dairy product com the bow! 
panies have qualified for “Highest Merit” citations: are picki 
Beatrice Foods Co. little slov 

Borden Company On 

Foremost Dairies, Inc. the cust 

Golden State Co., Ltd. single bo 

National Dairy Products up after 

Nestle Alimentana Co. delivered 

Pet Milk Co. save dri\ 

Phila. Dairy Products the origi 
Silverwood Dairies for the b 

The stockholder reports of these companies have thus Wh 
become candidates for the final judging, and one will } housewit 
selected for a “Best of Industry” award and_ presente little or 1 
with a bronze “Oscar of Industry” at the Financial Worl by Carn 
Annual Report Awards Banquet on Monday, October 2g The 
1951, in the Grand Ballroom of the Hotel Statler in Ney eae 


York. A year ago the 1949 annual report of Nationa 
Dairy Products won the trophy for the best report in this 
industrial classification. 


buy the 
enthused 


antees tl 
The independent board of judges in this year’s com 


petition is headed by Carman G. Blough, C.P.A., researc 
director of the American Institute of Accountants; Denny 
Griswold, publisher of Public Relations News; Elmer ( 
Walzer, financial editor of the United Press; Guy Fry 
past president of the National Society of Art Directors 
and Dr. Pierre R. Bretey, president of the National Fed- 


an amou 
The 


the bow] 





eration of Financial Analysts Societies, who is_ being JOIN 

assisted by twenty of the top analysts of the New York Rol 

Society of Security Analysts. can Dry 

¥ Scientific 

COTTAGE CHEESE PROMOTION _ 

ably sui 

William H. Pyle, who has bee ieee 

advertising and sales promotior producti 

No matter how you look at it—from the manager for the northern Californi tute cor 
division of Carnation Fresh Milk 

dnei , ‘ 4 Departn 

standpoint of service for a long, long time— and Ice Cream Company, has r ale on 

. signed to start a dairy sales engi iz ; 

year after year—with BIG SAVINGS through- neering and advertising firm. Fre 

out the entire Dai _ ti h The new firm to be known as ed 

ry worka ay rourine t e “WW H. Pyle and Associates” will s * 

\eseare 


have its headquarters at 322 Hayes 
Street, San Francisco, Calif. Pyle vonlnes 


, ; Remale 
to more profits—it's the YEAR-END PROFIT will be connected with a number — 


Erickson Aluminum Milk Case is your answer 








of firms as factory representative. = 
; ! as bee! 
TOTAL that counts! In co-operation with one of these firms, the Laural 

Pottery Co. of Stoekton, Calif., Pyle has worked out 4 Mr 

Manufactured by cottage cheese promotion using a six inch California pot- burgh, 

C. E. Jie eye) oe INC tery bowl as a package. The bowls are made in ten dit He is ar 
Rey ferent and distinctive colors and hold approximately 12 mittee 

DES MOINES, IOWA ounces of cottage cheese. Capped with a snap-on metal of Scier 

Sold Exclusively by Atuminum lid om Te first ey ee = 68 a “ig 

*rved to her family in this colorful bow]. Then when sh 00C 

REYN servec \ : 
tar haga COMPAN discovers the bowl is wonderful for soups, salads, and ties Cor 

. KENTUCKY cereals she is back for more cottage cheese in this useful try Co 

mittee. 
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The Oakland, California, plant of Carnation was the 
first concern to try the new bowl. They report phenomenal 
success With the promotion. The first week’s sales ex- 
ceeded thirteen thousand bowls. This was in addition to 
auminum tumblers which they are still selling, filled with 
cottage cheese also. The indications are that the sale of 
the bowls will exceed fifteen thousand a week as the sales 
ae picking up on the wholesale routes which started a 
little slow as compared to the retail routes. 


On the retail routes the promotion was pre-sold to 
the customers by the drivers for two weeks before a 
single bowl was filled with cheese. The housewife signed 
up after being shown the bowls for all ten colors to be 
delivered one new color each week. This method will 
save driver time in the long run, Pyle advises, as after 
the original sale then it becomes only a delivery problem 
for the balance of the ten weeks. 


Wholesale naturally starts off a little slower until the 
housewife becomes aware of the bargain. Then again 
little or no advertising other than a store poster was used 
by Carnation in introducing the item at wholesale. 


The bottle colors and store posters in full color are 
furnished the dairies without additional charge when they 
buy the bowls Pyle advises. In fact Pyle 
enthused with the initial success of the new idea he guar- 


says he is so 
antees the sale of every bow] ordered by the dairies up to 
an amount equal to one-third of their retail route count. 

The approximate recommended retail selling price of 


the bowl filled with cottage cheese is 49c. 


JOINS AMERICAN DRY MILK INSTITUTE 


Robert J. Remaley has joined the staff of the Ameri- 
can Dry Milk Institute, Chicago. 
Scientific Development. Mr. 


He will be in charge of 
Remaley ADMI 
from the Kraft Foods Company with a background admir- 
ably suited to his new duties of heading up the Institute 
laboratory, correlating product research and standards with 


comes to 


production and package development, and serving as Insti- 
tute contact man with the Quartermaster Corps, U. S$ 
Department of Agriculture, and Institute Research, Stand- 
ards, and Coordinating Committees. 


From 1942 to 1946, those in the dry milk industry 
became well acquainted with Bob Remaley through his 
work with the U. S. Army as Officer in Charge, Dairy 
Research, Subsistence, Research & Development, Q.M.C. 
Prior to the war years, and subsequently until 1950, Mr. 
Remaley was employed by Kraft Foods to correlate re- 
search with sales and production. For the past year he 
has been business manager of Kraft Research Laboratories. 

Mr. Remaley, a graduate of the University of Pitts- 
burgh, did graduate work at the University of Chicago. 
He is an active member of the Quality Development Com- 
mittee of ADMI; 
of Science; 


Advancement 
American Dairy Science Association; Institute 
of Food Technologists; International Association of Milk 
& Food Sanitarians; Dairy Industry Sub-Chairman, Activi- 
ties Committee, Food & Container Institute; Dairy Indus 
try Committee, Industrial Mobilization 
inittee. 


American Association of 


Member Com- 
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Efficient, Economical 
Bacteria Control 


When it comes to an effective program of bacteria control, 
more and more dairy farmers and milk plant operators are 
depending on Lo-Bax to sanitize their pails, cans, utensils 
and equipment. The reason is simple. They know, from ex- 
perience, that time-tested Lo-Bax makes an effective, easy- 
to-use, economical chlorine rinse that kills bacteria fast, 
and protects milk quality and profits. 


Lo-BAX CHLORINE BACTERICIDES 


Now available with or without a wetting agent 


Ss. lo [Har 2 Chlorine with a wetting agent 


where extra penetrating action is desirable. Kills bac- 
teria fast—rinses freely—leaves no calcium deposits— 
no off odors. Exceptionally smooth and easy on milk- 
ers’ hands and cows’ sensitive teats and udders. 


O-EVY 
[ab Contains 50% available chlorine in 
Z\ dry, free-flowing form. Dissolves quickly in water, bard 
=~, or soft, hot or cold, to make clear, fast-acting rinse 

solutions. Harmless to cows’ udders and milkers’ hands. 








Stock and use these Lo-Bax Chlorine Bactericides in your 
plant—recommend them with confidence to your producers. 
Write today for full information, Mathieson Chemical 
Corporation, Mathieson Building, Baltimore 3, Maryland. 















STOELTING Standard and 


Deluxe Model Pasteurizers 


SIZES FOR EVERY NEED 
20, 30, 50, 75, 
100, 200, 300, 
500 Gallons 


Stoelting offers one of the 
most popular and com- 
plete lines of all - size 
Standard and Deluxe 
Model Dry Steam Pas- 
teurizers in the nation 

. the “Flavorite”... 
time-honored throughout 
dairyland. The same fine 
engineering and expert 
fabrication that has made 
the 100, 200, 200, and 500 


gallon “Flavorite” the 
favorite in so many 


creameries and milk 
plants, gces into the 20, 
30, 50, ard 75 gallon 
“Flavorites”. The Stoelt- 
ing principle of Dry 
Steam Heating assures 
preservation of a deep 
cream line and sweet 
fresh flavor of the milk. 
A special inclined pro- 
pellor type agitator keeps the milk moving gently without 
foam regardless of the amount being pasteurized. Agitator 
is driven by a gear-head motor entirely enclosed and self- 
lubricated. Motor uncouples instantly from agitator shaft 
and Swings to one side for quick and easy cleaning of the 
machine. Whether you need a small or large pasteurizer 
pak for starter, milk, cream, sour cream, buttermilk, choco- 
late milk, or other dairy products . . . choose a’ Stoelting 
Flavorite” right in size, right in price, right in quality. 
Stos!ting Also is a National Manufacturer of Intake and 
We'ghing Equipment, Cold Milk Filters, Tanks, Cottage Cheese 
Vats, Canwashers, Conveyors, Sanitary Pipe Washing Machines, 
and other popular items. 


‘“FLAVORITE’’ 
DRY STEAM HEATING 









Manufacturing 











CONVENTION STRESSES QUALITY PRODUCTS 


t 


Gundlach Company Lays Thirty Years Experience On | 
the Line In Developing Promotional Progran. 


Better dairy products for the consumer and smoother, 


more efficient operation in merchandising and _ selling 


for the dairy distributor, continues to be the objective of J 


G. P. Gundlach & Company, for over 30 years, and ob- 
jective highlight by the company’s annual conference at 
the Cincinnati Club, here, August 5 to 11. 


The Gundlach organization’s week-long research and 
merchandising institute for its field and directive staffs 
formulated plans for helping dairy operators to tempt 
the public more successfully, to increase its use of fresh 
milk products in all forms including ice cream. 


G. P. Gundlach, president, stipulated that each field 
consultant is to serve his clients as an “account execu- 
tive.” Even more than in the past he is to assist manage 
ment as a guide, counsellor and friend in maintaining 
excellence of product, in helping to see it attractivel 
packaged and efficiently merchandised. 


The designation “account executive” is overdue, Gund 
lach said, because the Gundlach service has long included 
product excellence, packaging. personnel training and 
dealer education in addition to point-of-sales merchan 
radio and _ television 


dising supported by newspaper, 


advertising. 


The Gundlach organization, in working with clients 
will employ time tested point-of-sale merchandising and 
sampling, supported by newspaper, radio, television and 
medical educational contacts. 


C. W. Esmond, vice-president, in a summary messagi 
to the conference, stated that “the Gundlach merchan 
dising pattern was designed to bring more health for th 
consumer and more profits to the dairy industry.” 


He stressed the fact a complete Gundlach program 
was developed out of the firm’s book of experience to 
“enable dairy management to realize 100 cents out ol 
every promotional dollar, designed to benefit the con- 
sumer through promoting increased used of health build 
ing dairy products and 
through increased volume.” 


benefit the dairy distributo 


In a keynote message, G. P. 
assisted by L. B. Lampe, production manager, and Ross 


Gundlach, president, 
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“NO THANKS, I'M ON THE WAGON!” 
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J. Winaing, dairy management consultant, introduced the 
account executive to important details of the 1951-52 
prograin. 

It was disclosed that television, radio, outdoor poster 
display 
consumer 
new year’s activities. 


attention compelling newspaper advertising and 


contact media had been integrated for the 


More appealing products are available for the Gund- 
lach program, C. E. Lawrence, in charge of research, 
reported. More delectable flavors of ice cream and more 
tasty and uniformly excellent by-products like cereal 
cream, buttermilk, cottage cheese, dairy dressing and 


high-protein, low-fat milk. 


New among the Gundlach projections for 1951 will 
be a television promotion to be made available nation- 
wide to enterprising dairy plants having TV outlets in 
their market. 


John A. Waddell, advertising agency division director, 
outlined the service of newspaper and radio advertising 
in the Gundlach plan. 


This is closely integrated with 


the point-of-sale and sampling activities. 


Colorful 24-sheet billboard posters are being designed 
to tie-in with and support the basic point of sale activities 
and amplify the truck advertising. In line with its long 
educational tradition the Gundlach organization provides 
new treatises on dairy products for physicians and _ pro- 
These include 
“4 Doctor Answers 33 Questions,” well-known classic, 
‘The Milk That Tastes Like Cream,” “The New Style 
Milk That Tastes Better,” and “The Story of Buttermilk” 
and just released “The Newest Knowledge of Nutrition” 
and “The Nutritional Needs of Adults.” 


fessional men as well as for consumers. 


These health publications will be made available to 
the public by hundreds of dairies throughout the country 
and in public libraries. 


BORDEN DOLLAR VOLUME UP 


Sales of The Borden Company for the first six months 
of 1951 were $354,026,887, an increase of 19.6 per cent 
over the $295,897,609 sales for the like period of 1950, 
Theodore G. Montague, President, reported recently. 
Higher prices and a greater volume of goods sold ac- 
counted for the increase. 


Estimated net profit for the period is $9,500,000, a 
drop of 3.7 per cent from the 1950 mid-year estimate of 
$9,850,000, and is equal to $2.21 per share as compared 
with $2.31 a year ago. 


Borden's net profit failed to keep pace with its higher 
sales because of the much greater accruals for Federal in- 
come taxes, Mr. Montague said. During the first half of 
1951, these accruals were at the rate of 60 per cent, and 
provided nearly $13,900,000 for this purpose. In the 
‘similar period of 1950, the Company set aside about 
$5,250,000 for taxes at a rate of 38 per cent. 

Borden’s share in the earnings of its unconsolidated 
subsidiaries amounted to about $1,100,000 during the 
period, as compared with $580,000 in the first half of 
1950. No dividends were received from these operations 
’ compared with $200,000 in the 1950 period. 
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GIVE YOUR CUSTOMERS 
EXTRA HELPINGS of HEALTH— 


With General Mills 
Vitamin Concentrates 


For real confidence in your milk fortification switch to the 
General Mills line of dependable vitamin concentrates. 
With General Mills’ line you can offer a valid health appeal 
to every segment of your market—growing children, 
nursing or expectant mothers, people on low-fat diets and, 
broadest segment of all, the entire family. Don’t neglect 
any of your market—fortify your entire sales program with 


General Mills Vitamin Concentrates! 
ARPI VITAMIN D. Made especially for milk. Tasteless, 
odorless,—evaporated milk carrier is made from grade A 


milk 


potency, extreme blandness. high stability. It’s quick, easy 


nothing foreign to milk is added. Gives you uniform 


and inexpensive to incorporate and process. One quart of 
ARPI Vitamin D fortified milk supplies recommended 
daily intake. 

DANDA. This concentrate allows you to keep weight- 
conscious customers on your delivery list—at high profits 
for you. Danda fortifies skim (low-fat) milk with recom- 
mended amounts of essential Vitamins D and A. Vitamin 
D and purified, distilled Vitamin A are incorporated in 
evaporated milk. packed into convenient cans, sealed and 
sterilized. Simply add to milk before pasteurization. 


General Mills offers a complete line of selling aids. 
Available to you are sales helps such as bottle collars, 
folders, posters, newspaper advertisements, etc. These 
materials, tailored to your needs by General Mills, an 
experienced advertiser, are yours at far below the price it 
would cost you to produce them, 


General Mills, Ine. 
CShectal Commodities Division 


For Further Information, Use Coupon Below 


General Mills, Inc., Special Commodities Division 
Dept. C, 80 Broad St., New York 4, New York 


Please send me free folder and price lists on General Mills’ Vitamin 
Concentrates. 


Nome —_ 





Address__ 





City . — 
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Today, more than ever, you can 
look to 


TOLEDO 


to guard your costs better! 





(A>) 
ain 
| | pas 
Avoid waste... avoid losses through fr | 
careless handling of milk and other ei 
dairy products! Tighten your control MILK RECEIVING 
at every step! See that you have up-to- — 
date scales—and enough scales — =~ 
throughout your milk plant. Look WY 


PORTABLE @ =o. 


i advantages Printweigh in 
nto the advantages of Printweig eceaes 


stopping losses that originate through 
human errors. Whatever your prob- = Vey J 


lems in milk receiving and other \~/ “—J 
dairy weighing operations... there’s ‘7 
si BENCH 


a modern Toledo to do the job with ut- f , SCALES 


most accuracy, speed and dependability. 

Today in your community you'll 
find Toledo as near as your phone; 
Toledo sales and service offices in 
more than 200 cities ready to help you 
in the selection or maintenance of 





‘ , A PRINTW 
scales vital in guarding your costs. aececee 
Write for a copy of our 50th Anniversary brochure . 
helpful information on Weight Control. 


TOLEDO SCALE COMPANY 


TOLEDO, OHIO... Toledo Scale Company of Canada, Ltd., Windsor, Ontario 


HEADQUARTERS FOR SCALES 
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FAT OR THIN USE MILK TO WIK 


Milk Fits In Diet For Losing Or Gaining Weight, | 


Indiana Hea‘th Leader Relates In “Newes! 
Knowledge of Nutrition” 


Milk can be used either for gaining or losing weigh 
In either case vital protein and the mineral elements ne 
essary for proper nourishment will be supplied. 


These are statements made by Dr. Thurman B 
Rice, professor of public health, University of Indiana 
and consultant to public health to the Indiana State 
Board of Health in a study of “The Nutritional Needs 


of Adults.” 


The chapter is contained in the new book entitled 
“The Newest Knowledge of Nutrition” being made avail. 
able for distribution by The Dairy Manufacture and Re. 
search Bureau, a division of G. P. Gundlach & Company, 
Cincinnati, consultants to the dairy industry. 


Dr. Rice cites that if a person tends to be over. 
weight, he should enjoy a glass of low-fat milk (70-100 
calories per glass) 15 or 20 minutes before eating. This 
dulls the appetite and tends to lessen the intake of really 
fattening foods. 


If, on the other hand, Dr. Rice points out, there js 
tendency to underweight, whole milk (150 calories per 
glass) should be taken with the meal. This, it is pointed 
out will tend to add to the intake of body-building foods 
and provide a “build-up,” and should replace a similar 
volume of water or other beverage. 


“In either case,” Dr. Rice comments, “the person is 
benefited by the vital protein and mineral elements, with- 
out which he will not be properly nourished no matter 


how much or how little food he consumes.” 


“Milk is the most necessary single item in the nutri- 
tion of old, middle-aged or young,” he observed. 


Dr. Rice expressed “delight that there is being made 
available for adults a tasty, modified low-calorie milk 
adjusted to their nutritional needs” which he describes as 
“a long step in the direction of better nutrition and 
should be given a trial.” 


Citing that adults “need a high-protein, low-fat, low 
calorie milk product rich in vitamins and minerals,” Dr. 
Rice reports that “they will insist, of course, that it be 
attractive in appearance and pleasant in taste.” 


Several such milk products—modern buttermilk, cot- 
tage cheese and low-fat sweet milk (enriched or not with 
Vitamins A and D), the Indiana health consultant advises, 
provide sources of food generally favorable to long, ener- 
getic and useful life.” 


In general specifications for high-protein, low-fat 
vitamin fortified milk, Dr. Rice suggests: 

1. A content not exceeding one half of 1 per cent 
butterfat, thus enhancing taste appeal and providing 4 
vehicle for fat-soluble Vitamins A and D. 


2. Added non-fat milk solids, increasing milk solids 
content 20% thereby stepping up protein and minera 


content, with improvement in texiure and _ taste appeal. 


a a ’ _— 
3. Addition of Vitamins A and D to meet normal 


American Milk Review 





daily a 
per qu« 
4. 
blends 
soluble 
uniform 
of the | 
texture 


Cli 
Zone \ 
vanced 
the cor 
Obensh 
Managt 

M 
Sealtes' 





tion 0 
St. Pe 
tory 
Georg 
I 
Mr. \ 
He b 
Mana 
Mana 


mem 
of Cc 
Ansle 
Dairy 


Previ 
Arms 
a ha 
in th 
with 
lotte. 


for § 


and 


Octe 





\ eight, ; 


eight 


S nec 


an B 
indiana 
State 
Needs 


entitled 
e avail. 
nd Re. 


mpany, 


C OVEr- 
(70-100 
This 


,. 
f really 


there jis 
les per 
pointed 
g foods 
similar 


-rson is 
s, with- 
matter 


e nutri- 


g made 
ie milk 
ribes as 


m and 


it, low- 
Is,” Dr. 
t it be 


lk, cot- 
ot with 
ady ises, 


Zz. ener- 
low-fat, 


er cent 


iding a 


. solids 
mineral 
appeal. 


normal 


Review 









daily adult requirements (2000 U.S.P. units Vitamin A 
per quart and 400 U.S.P. units Vitamin D per quart). 


4. Homogenization of the product, whereby this 
blends the one-half per cent of fat. carrying the fat- 
soluble vitamins with the non-fat solids, yielding not only 
uniform solids composition in lower, middle and top layers 
of the product in bottle, but ensuring a smooth, pleasing 
texture and taste. 


SOUTHERN DAIRIES MOVES TWO 


Clifford D. Wayne, for the past five years Atlanta 
Zone Manager of Southern Dairies, Inc., has been ad- 
vanced to the position of Florida District Manager of 
the company. He is succeeded in Atlanta by Wiley S. 
Obenshain, Jr., who was Assistant Zone 
Manager. 


previously 


Mr. Wayne will have general charge of sales of 
Sealtest products throughout Florida, including the opera- 





CLIFFORD D. WAYNE 


WILEY S. OBENSHAIN, JR. 


tion of plants at Gainesville, Jacksonville, Miami, Orlando, 
St. Petersburg, Tampa, and West Palm Beach. His terri- 
tory also includes plants at Savannah and Waycross, 
Georgia. 

Elected to the Board of Directors early this year, 
Mr. Wayne has been with Southern Dairies since 1935. 
He began as a sales representative, became Atlanta Sales 
Manager in 1940 and later was made Atlanta Plant 
Manager. He has been Zone Manager there since 1946. 

Active in civic affairs in Atlanta, he has been a 
member of the Sales Executive Club there, the Chamber 
of Commerce, Kiwanis Club, Atlanta Athletic Club and 
Ansley Park Club. He is an honorary member of the 
Dairy Science Club of the University of Georgia. 

Mr. Obenshain joined Southern Dairies in May, 1949. 
Previously he was Southern representative of the Savage 
Arms Corporation’s refrigeration division for three and 
a half years. A graduate of Duke University, he served 
in the Navy during World War II and was discharged 
with the rank of Lieutenant. He is a native of Char- 
lotte, N. C. 

He has served Southern Dairies as sales manager 
for Sealtest plants in the Atlanta zone, including Macon 
and Rome, and as Assistant Zone Manager. 
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It’s VILTER Again— 


IN NATIONAL DAIRIES’ 
NEW MILWAUKEE PLANT 


@ When National Dairies engineers were 
considering refrigeration for the contemplated 
new Luick Ice Cream Company plant, 

they naturally gave thought to the 
equipment which had faithfully served 
through the years. They discovered 

that Luick had bought their first Vilter 
compressor in 1911 and 

has been buying Vilter ever since. 











Refrigeration had advanced over the year-. 
along with the process of ice cream 
manufacture, so no thought was given 

to moving the old equipment, but rather 
toward buying an entirely new system. 
Promised efficiency improvements were 
realized through the installation of the 

four Vilter multi-cylinder compressors shown, 
three twin cylinder boosters, shell and 

tube condensers, and other equipment. 


Dairies, ice cream plants, and food processors 
have known for years that they can depend 
upon Vilter. You'll find them re-ordering 
Vilter, as Luick has done, time after time, 
because they’ve found that Vilter 

saves them money in upkeep, in operating 
costs, and in lack of costly ‘“‘down time.” 






Let your nearest Vilter Representative 
or distributor show you how you can 
save with Vilter. 


THE VILTER MANUFACTURING COMPANY 
MILWAUKEE 7, WISCONSIN 


Ammonia and Freon Compressors ¢ Pakicers © Evaporative and Shell & Tube 
Condensers © Pipe Coils © Valves and Fittings « Can Ice Plants 
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NEW DAIRY COUNCIL SET filiated unit of the National Dairy 
Council will establish headquarters at 
Duluth on August 1, according to R. E. 
Russell, President of the new organiza- 
tion’s board of directors and President 
Three of the Midwest’s northern- of the Russell Creamery Company, 
most cities — Duluth and Cloquet, Superior. 
Minn., and Superior, Wis. — now have 


Twin Port Area In Minnesota and 
Wisconsin Brings Program 
Farthest North 


Mr. Russell has announced the ap- 


a Dairy Council to stimulate the con- pointment of Mrs. Margaret Adams of 


sumption of dairy foods in their mar- Minneapolis as executive director of 





ket area. the Dairy Council of Duluth-Superior- 
{ non-profit, educational organiza Cloquet Dairy Council. Mrs. Adams 
tion known as the Dairy Council of is a graduate of the University ot 
Duluth-Superior-Cloquet, this new af- Minnesota, with a Bachelor of Science 
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... floors, furniture, walls and windows. . . ceilings, clari- 
fiers, tanks and utensils—anything you wash with water, 


me you clean with Puritine. 
<~ a ° a . e 
se Puritine is a water conditioner—makes it soft as velvet 
= _ yet clear as a crystal. Puritine is a cleanser—cuts all kinds 
EQUIPMENT of dirt and grease instantly. Puritine is a free rinser— 


carries away the suspended dirt—leaves only a clean, shin- 
ing surface. 


And like all Holcomb products, Puritine cuts cleaning 
time, cuts labor—costs less per year than any other clean- 
ing powder. Try it and see. 

Research Laboratory and Factory, 
1601 Barth Avenue, Indianapolis 7. 
Branches: New York 18, Los Angeles 21. 


df IE TOLA CO 


MANUFACTURING COMPANY 
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degree in home economics. He expe. 
rience includes two years as in jy 
structor in home economics at the Mj 
waukee (Wis.) Vocational School and 
seven years with the Dairy Council of 
the Twin Cities, working on health 
programs in schools. She will work 
with elementary and secondarn 
schools, physicians, parent-teachers 
groups, dentists, nutritionists, dieti- 
tians and industry organizations 
increase the use of dairy foods. 
Vice President of the new Dairy 
Council’s Board of Directors is Orville 
Tranmet, Twin Ports Cooperative 
Dairy Ass'n, Duluth. The Secretar 
is Vernor Johnson, Bay-View Zenith 
Dairies, Duluth. Other members of 
the Board are Hollis B. Bayn, Bridge. 
man Russell Company; Theodore M, 
Raymond, Springhill Dairy; James P, 
Keough, Duluth Milk Company; Mag. 
nus Hadselford, Hadselford Dairy 
Farms; Chester L. Bridgeman, Bridge. 
man Creameries Inc.; Rudolph Rautio, 
Arrowhead Cooperative Creamery 
Ass'n, all of Duluth, and E. D. Junte- 
num, Route 1, Cloquet, Minn. 


a 
KOSTAKOS TO NDC BOARD 


S. A. Kostakos, Secretary of the 
Honey Hill Creamery Co., Chicago, 
was elected to the Board of Directors 
of the National Dairy Council at a 
meeting of the Board, June 28. He 
fills the vacancy created last spring 
when E. W. Tiedeman resigned from 
the Board to join the Office of Price 
Stabilization in Washington. Mr. Kos- 
takos is past president of the Milk 
Foundation, Inc., Chicago. 


A vacancy on the NDC Executive 
Committee, created as a result of Mi 
Tiedeman’s leaving, was filled by 
Board action approving the appoint- 
ment of B. F. Beach, General Mana- 
ger of the Michigan Producers Dairy 
Company. Adrian, Mich., to serve on 
that committee. The appointment was 
made by Milton Hult, NDC President 
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FAIRMONT FOODS APPOINTS 


Fairmont Foods 
has appointed W. F. 
sistant General Sales Manager, 
position of National Accounts 


Omaha, 
for- 


Company, 
Ingraham, 
mer As 
to the 
Manager in charge of Chain Store and 
Institutional Accounts. 

Mr. Ingraham has been with Fair 
mont Foods Company for twenty-eight 


years. He started in the Manufactur- 





W. F. INGRAHAM 


ing Department at the 
and lates 


Sioux City 
became Plant 
there. In 1929 he 
transferred to the General Sales De 
partment at Omaha then was 
named Manager of the Buffalo, New 
York plant in 1932. In 1948 Mr. 
Ingraham returned to Omaha as As- 


lowa Branch 
Superintendent 


and 


sistant General Sales Manager. 


Mr. Ingraham 
Fairmont Division and 


In his new position, 
will assist the 
Branch Managers in connection with 
National, Regional and local chains of 
groceries, drug stores and large insti- 
tutions. 


GETS NEW SALES TERRITORY 
Glenn A. Johnson, of Mid-West 
Bottle Cap Co., has been reassigned a 
sales territory. After four years in the 
home office as purchasing agent, work- 
ing out a purchasing system and set- 
ting up inventory controls, Mr. John- 
wn has decided to return to his first 
ove (selling instead of buying). 


For nearly seventeen years, prior to 
1947, Glen was selling Mid-West milk 
bottle caps and closures in Indiana. 
Michigan, Ohio, Kentucky, and Ten- 
hesee. He will now represent the 

mpany in Indiana, Kentucky, South- 
em Ohio, Northern 


and Tennessee. 
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Ben Briggs, Vice President in Charge 
of Sales, announces that Mid-West has 
expanded its sales staff, reduced terri- 
tories, and redistributed them for more 
effective sales representation. 


Glenn Johnson’s four years of ex- 
perience working closely with the En- 
gineering and Production Departments 
has increased by that much more his 


capacity to service his accounts and 
solve their bottling problems. He is 
now working out of Indianapolis, In- 
4850 Carrollton St, 


has made his home. 


diana, 


where he 


A KOLD-HOLD REPRESENTATIVE 
A, L. (Al) 
pointed factory representative of th 
Kold-Hold 
of Lansing, Michigan. 
out of Kansas City, 
the 
newcomer to the refrigeration indus 
try, having served a part of this same 
territory for the Kold-Hold Company 
from 1944 until 1948. During World 
War II, he worked closely with lead 
ing industries helping them to speed 
production through the application of 
advanced refrigeration methods. 


Golay has been ap 


Manufacturing Company 
He will work 
Missouri, serving 


surrounding area. Golay is no 








Tough * Convenient * Uniform = ur 


Available in 8 brilliant colors 


Close attention to the small details of 

manufacture makes the MID-WEST 
KuverTOP a consistently good closure. 
Uniform diameters assure a snug fit in 
the cap seat. Thorough wax penetration 
gives a hard, rigid cap that holds its 
shape. It seats firmly, yet is easy to 


twist off — easy to snap back for reseal. 
Attractive, sanitary Kuver TOP means effi- 
cient protection for the pouring lip of 
your bottle. Ask your jobber about them. 





Mid-West also manufactures the “hinged” alum- 
inum AlumaSEAL, together with a complete line 
of tough, inexpensive Pull CAPS, School CAPS, 
Jar and Can CAPS. There's a fine-quality Mid- 
West closure to answer — every requirement. 


MID-WEST BOTTLE « CAF 


Ra ie lina ies 
































“WHAT NATIONAL DAIRY COUNCIL 
DOES FOR THE DAIRY INDUSTRY“ 


By W. A. WENTWORTH 
Director of Industry Relations, The Borden Company, New York 


ABIT IS DEFINED as “custom become so regular 
that it is automatic.” We automatically—and cor- 
rectly—think of milk as essential to mankind. The 
We buy 


milk as a health food for the family, not simply as a bev- 


fact has been impressed upon us repeatedly. 


erage. It’s a healhful habit—for the family and the dairy 
industry. 


Educational processes which have been at work many 
years—and are now more active than ever before—account 
for the fact that the essentiality of milk to family health 
is established firmly in the minds of the masses. 


America’s broadening education in the use of milk, 
butter, cheese, and ice cream traces largely to one organ- 
ization serving the entire dairy industry—the National 
Dairy Council. This non-profit organization devotes its 
energies to nutritional research and education in the use 
of dairy foods and to stimulating greater consumption 


of these nutritious foods. 
The services performed by the National Dairy Coun 
cil for the dairy industry have the following objectives: 
1. To expand markets. 
2. Stabilize markets. 
3. Hold markets. 
4. Stimulate good will for the dairy industry. 
Let’s take these points one at a time, understanding, 


of course, that what is said in regard to any one of the 
points on marketing applies equally to the other two. 


NDC Expands Markets 


Let’s take an example or two of research supported 
by the dairy industry and sponsored by NDC. One of 
these Michigan State College, 
brought out the fact that 50 million adults in the United 


studies, conducted at 


States, 45 years of age and over, should regularly con- 


WRITE FOR 
PRICES ON 
OTHER SIZES 





Every plant can now enjoy the time-saving and labor-saving help 
of several Girton Roll-A-Tables. New low price model—sturcily 
built of heavy gauge galvanized steel. 


Girton Case Trucks carry 
heavy loads with ease and 
safety. Available in a size 
to fit your needs for either 
Te lViold-Molm@aceltliloM sloliil-Mael t-te 





sume liberal amounts of 
milk and other dairy foods 
This study showed that old- 
er people need proteins t 
build body tissues just as 
much as do younger genera. 
tions. It pointed up th 
needs of older people fo; 
adequate amounts of cal- 
cuim, the lack of which may 
lead to broken bones and 
stooped shoulders. It showed 
that persons in good health 
despite age, consume more 
milk and milk products than 
persons in poor health. 





W. A. WENTWORTH 


Another good example is provided by research which 
added a glass of milk to the breakfasts of young women 
This research was conducted at the University of Nebraska 
breakfasts of 
For another 18 days, milk, 


For 18 days, 15 co-eds ate toast or 
roll, fruit, and black coffee. 
a complete protein food, was added to their morning 
menu. Laboratory tests revealed that the body used pro 
milk was included in the 


tein more efficiently when 


breakfast. 

Because the body can’t wait to pick up the protein 
missed at any one meal, each meal should include some 
animal protein food, such as milk. This is good advice 
for countless young women who might otherwise “skip 
milk for breakfast. 

Another research study, conducted at the University 
of Illinois, proved the need for including more milk 
cheese, and ice cream in the diet of teen-agers. 

The adolescent growth of a group of boys described 
as the “Kalcium Kids” was studied to determine how 
much calcium each boy needed for sturdy bones, goo 
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heart, and sound muscles. The study proved the milk its 57 affiliated Dairy Council units, the Dairy Council 


program reaches at least a third of this number directly. 

Results of this research indicated that children need The constant aim of NDC is to reach all 26 million directly. 

a quart of milk daily during their early grade school 

fe years, and .that, during adolescent growth, their daily 

milk consumption could well be increased to 1% quarts— 

a new scientific health standard for a tremendous segment 
of our population. 


IL neds of teen-agers to be greater than was thought. 


Through booklets, leaflets, motion pictures, exhibits, 
feeding experiments and other demonstrations, the Dairy 
Council program teaches school children that dairy foods 
make enjoyable and healthful meals. 


The Dairy Council program receives the wholehearted 


Lifetime eating habits are developed in these early cooperation of the dental, medical, dietetic, and govern- 


years. The National Dairy Council promotes the use of 








mental professions and other opinion-influencing groups. 
its of more milk, butter, cheese and ice cream in the diet of Hundreds of thousands of readers in these fields are con- 
foods these growing youngsters as one of its many services to tinually reminded by NDC of the values of dairy foods 
at old- the dairy industry. to the national health and welfare. Dairy Council ma- 
eins t The dairy recipe service, including food photographs, terials are distributed among them for use in their work 
just as which NDC furnishes daily newspapers and _ national with millions of consumers. 
a magazines teaches housewives many new and interesting “ . 
ip th ways to prepare meals featuring ‘dairy food. It helps Builds Good Will 
ple to housewives to remember to buy dairy foods when shop- The Nation’s newspapers, magazines, wire services, 
of cal. ping. It is one of many NDC serv ices which help both press syndicates, radio and television stations and net- 
ch may to expand and stabilize the markets for dairy products. works count on NDC for reliable information and co- 
po NDC Stabilizes Markets operate in getting Dairy Council messages in print and 

on the air from coast to coast. 

health, By encouraging the people of America to include 
e more dairy foods in all of their meals, the National Dairy The contacts with these publicity media, and with 
cts than Council helps to stabilize markets. NDC teaches and school administrators, teachers, doctors, dentists, nurses, 
th. preaches that milk is essential to mankind from the pre- nutrition specialists, civic organizations, and government 
h which natal stage to the final, or old-age phase of the Riddle of officials all generate good will for the dairy industry. 
Pie the Sphinx. The many services performed by NDC are made 
ebraska, Approximately 26 million persons between the ages possible by the loyality and support of thousands of 
toast or of 6 and 17, inclusive, are enrolled in school. Through NDC members from all branches of the dairy industry. 
7s, milk, 
morning 


“| PROTECT YOUR MILK DELIVERIES ae 


from Your Plant to Your Customers 
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re mh HOLD-OVER TRUCK PLATES 
‘Ss. 
Jescribed No need worry about milk losses enroute when your trucks are 
vine hov adr caiaae ead tell Goel ae equipped with DOLE Hold-over Truck Plates. Their ability to maintain 
eS, g00 sheet metal working are available for the 
handling of Government orders. We invite desired temperatures regardless of the number of stops or the weather 
your inquiries. 


is widely known and most leading creameries and dairies have relied 


on them for years in both wholesale and retail service. 


DOLE Hold-over 
Truck Plates are made 
in thicknesses of 
Se", 12" and 1” 
in @ number of 
standard sizes to fit 
most bodies. 


Dole Truck Plates are available for either high or low tempera- 
tures and can be charged either at night from a central service or 


enroute by a truck-mounted compressor. 





Write for Bulletin 5 


DOLE REFRIGERATING COMPANY 


5932 North Pulaski Road ®@ Chicago 30, Illinois 
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AKRON 
(Continued from Page 30 

which brought the new product to 
the attention of the Department of 
Agriculture and the testimony which 
resulted in the Department’s decision 
came not from the Lawson people or 
the purveyors of the gallon jug but 
from competitive dealers engaged in 
retail home delivery. 

Another idea, originating with this 
same dealer, offered even more possi- 
bilities than the low fat milk. As a 
matter of fact, this idea may prove to 
be a major contribution to the fluid 
milk industry if any market ever gets 
up sufficient courage to try it out. The 
idea is a simple one and is merely the 
logical extension the retail discount 
idea. What its originator, Harold Se- 
well of Chestnut Ridge Dairies pro- 
poses, is that milk be sold to the re- 
tail customer at the platform price. 
The platform price plus a_ specific 
service charge for delivery is what 
appears on the monthly or weekly 
bill. Mr. Sewell places the monthly 
service charge at one dollar. Under 
this system the customer would pay 
13 or 14 cents a quart for the milk 





her of quarts delivered at the stop. 
It costs just as much to deliver one 
quart at one stop as it does to deliver 
six quarts at one stop. Under present 
pricing systems the multiple quart pur- 
chaser is subsidizing the single or two 
quart purchaser. Various retail dis- 
count plans that have been tried in 
other markets have attempted to elim- 
inate this subsidizing characteristic in- 





Down in Philadelphia Sup- 
plee-Wills-Jones, a major milk 
distributor in the city, has cut 
the loading and unloading time 
of its delivery trucks down to 
fantastically small amounts. The 
achievement has been made pos- 
sible by a marvelous new plant 
and the use of fork-lift trucks. 
this multi- 
dollar establishment 


The story of how 
million 
evolved from drawing board to 
reality will appear in the Amer- 
ican Milk Review next month. 











herent in including the delivery charge 
in the price of a quart of milk. The 


first time they would be paying thei 
fair share of the delivery cost and 
might not like it. Conceivably they 
would stop being home delivery cus. 
tomers and become store customers 
Mr. Sewell’s answer is that store cus. 
tomers is what they should be. He 
doubts, however, and surveys that he 
has made bear him out, that business 
lost in this manner would amount ty 
much. It would certainly be far over. 
shadowed by new large volume cus. 
Particularly in Akrop 
would this be true where the fiction 
of low priced milk in gallon jugs has 
wreaked so much havoc with home 


tomers gained. 


delivered sales. 


Another problem would be union 
acceptance. In Akron where an indus. 
try wide contract is in operation the 
adoption of Mr. Sewell’s proposal by 
all the dealers would be necessary. 
The union would then have to agree 
to it. An informal poll of drivers jn- 
dicates that at least they would look 
at the idea. The principal argument 
in favor of the plan from the driver's 
standpoint is the talking point that it 
affords when soliciting business. The 
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. ; z poor route salesmen have long since jug. In 
according to what the milk company <8 virtue of the gallon jug - ae been weeded out of the Akron market. containe) 
felt it could sell milk for at the plat- it separates the cont of milk ye the It takes a good man to persuade a milk in t 
form. If the platform price was 14 oom ol delivery. The rages tal housewife to pay 18 cents a quart on 
cents and the customer took 100 quarts ae - sae a ag 9 enge. for milk when she can go to a store 
of milk during the month the bill Furt ce it 1s ibe . ma — and buy it for 13 cents. If the driver TI 
would read: a eae , ‘eiien ge Se could approach the housewife with 
a snntecdi whee “eS > gene one waede - 99 " _ a quart of milk that compared favor- 

’ : is so much, the cost of delivery is so bly j e ith @ Tk j 
a $15.00 ‘ ; ably in price with the milk in gallon 
ore ” much and that is all there is to it. iam the wok have 2 veel sales ail 
110 aici i we As far as the driver is concerned he to tell Conversely drivers are adh 3 
shows the customer exactly what he is gots a dollar per month per customer. yoke = rnd ° as “< A. 
wail IL a = . A ate r se res st as ; ie 
paying for milk and what he is pay Each new customer that he puts on ety SAY RS 
: . NHuercy ee ‘ ‘ else 1S. y s > convince a 
ing for delivery and credit. It also is a dollar per month in his pocket. ‘pda 
allocates the cost of delivery properly. they could make as much money 0! 
Students of retail delivery costs are Chief criticism of the proposal is more under the proposed system as 
of the opinion that it is the stop that the effect it would have on the one they do under the present arrange- 
is the important thing, not the num- and two quart customers. For the ment. The difficulties are substantial 
a — 
Better Cottage Cheese Can Be Made with | | | KEEP POSTED 
F-L Coagulator BY MAIL-- 
° 
BETTER TASTING — BETTER KEEPING | ; - 
QUALITY — MORE YIELD — MORE PROFITS The Producers’ Price-Current, Subscription Edition, pub- 
a , . - " lished every business day in the year except Saturdays, gives 
The t i rtant and critical step in cottage cheese ° 
making always was and still is to PROPERLY SYNCHRO- very full and accurate reports of the New York — She 
NIZE coagulation with the varying percentage of acid and | markets — eggs, poultry, butter, cheese, fruits, vegetables, 
taste at cutting time. etc. Recognized everywhere as the authority on current ' 
F-L COAGULATOR is Flexible and will synchronize coagula- values. Subscribe at once and keep the paper on file for eve 
tion in overnight set, the five hour set or the two and one- | s ae Fl 
half hour set at titrable acidities ranging from .50% to .75%. reference. Subscription rates on request. aut 
Write today for your sample. ° to 
Ask about BIG SAVINGS im CO-AD Vitamin D for whole milk. 
STA 
; ,; | URNER-BARRY COMPANY - 
FLAY (k- 1, | \ 7 | \ () | Publishers mo 
‘ 3 ” 7 Y 
845 So. Wabash Ave. Chicago 5, Hinois | | | $2 WARREN STREET NEW YORK 7, XN. >. 
: —_— 
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Review 


but they are not insurmountable. The 
big stumbling block has been the fail- 
ye of Akron dealers to warm up to 
the scheme. They are understandably 
cautious about embarking upon such 
an apparently radical project. One 
wonders, however, whether they could 
be hurt any worse than they already 
have been hurt. They have a great 
deal to gain and not very much to 
lose. 

The two quart container has made 
its appearance in the Akron market. 
Both paper and glass containers are 
A unique wire container has 
been developed for use as a carrier 
by a person who purchases two two 
quart containers of milk. These car- 
riers are sold by the dairies to the 
stores who in turn sell them to the 
customer. The purchase of one of 
the wire carriers more or 


used. 


less com- 
mits the purchaser to the two quart 
containers in the future. If a person 
buys two half gallons of milk and a 
carrier the chances are that he will 
return to the same store rather than 
go to another store and buy another 
container or make a large deposit on a 
ug. In September milk in two quart 
containers was actually selling below 
milk in the gallon. 


The Lawson reaction to being un- 
dersold is expressed in the advertise- 
ment reproduced earlier in connection 
with this article. shame 
that the excellent merchandising tal- 
ent that marks the Lawson operation 
should be wasted in this sort of rabble 
rousing. 


It seems a 


It seems a shame, too, that 
fresh thinking represented by the serv- 
ice charge idea should get so little 
encouragement. Surely something bet- 
ter than name calling and timid con- 


servation should evolve out of all the 


travail that has characterized the milk 
industry in Akron. 








TASTE HER PEPPER RELISH SHE SAYS! 


BORDENS ACQUIRES FLORIDA FIRM 


Acquisition of Datson Dairies, Inc., 
of Orlando, Fla., by The Borden Com- 
pany was announced in August by 
William H. Marcussen, vice-president 
in charge of Borden’s fluid milk opera- 
The Orlando firm, a milk dis 
tributor 1915 oper- 
ating in six Central Florida counties, 
will be Datson 
Dairies. The change of ownership will 


tions. 


since and now 


known as Borden’s 


not affect the dairy plant’s operations. 

Borden’s has been in the ice cream 
business in Orlando since 1943 when 
it acquired Poinsettia Dairy Products, 
Inc., now known as Borden’s Dairy 
The Datson acquisition 
Borden’s first Or- 
lando as a milk distributor. 


Division. 


marks entry into 


Besides the Orlando plants, Bor- 
den’s other Florida milk and ice cream 
operations include the following 13 
cities: Bradenton, Day- 
Beach, Fort Lauderdale, Fort 
Myers, Jacksonville, Lakeland, Miami, 
Ocala, Pensacola, Sebring, St. Peters 
burg and 


Clearwater, 
tona 


Tampa. These operations 
are part of Borden’s Florida District 
which is headed by W. J. Barritt, Jr., 
district manager, with headquarters 
in Tampa. 
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The ORIGINAL CLOSED SYSTEM, high Production, 


Horizontal Multiple Plate - Filter in the Dairy Industry 


The PIONEER in Filtration Progress 
The First and Still the Only One Piece Filter Plate 


Fewest Parts -:- 


Lowest First Cost 


LOWEST DAY-TO-DAY OPERATING COST 
METHOD OF HANDLING MILK PRODUCTS 

















merely by adding filter plates 
to a longer E—. Z. KLEEN 








STAMSVIK 
ALL-STAINLESS 
IN-A-LINE 
FILTERS 
@ also 

available 

Shown are the maximum num- 

ber of individual parts in 

even the largest STAMSVIK 

FILTER. Increase capacity 


SANITARY MFG. CO. OF PITTSBURGH 


STAND-PIPE. All parts usab‘e Successor to Stamsvik Manufacturing Corporation 
for replacement in older ° ° 
models. 1513 Locust Street, Cor. Marion Pittsburgh 19, Pa. 

Write Us Direct or Consult Your Jobber for Our Special Exchange Offer 


No Moving Parts 
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COLLEGIATE JUDGES 
Continued from Page 36) 
makes them 


ration prominent con- 


tenders for a spot in the top ten. 


Iowa, with more victories to its 
credit than any other institution, is 
properly reticent. Winner last year in 
All Products, Butter, and Cheese with 
a third in Milk, and still under the 
tutelage of a coach who knows his 
business, Iowa must always be rec- 
koned a powerful contender. Profes- 
sor W. S. Rosenberger says: “I think 
the boys are just average and we will 
be very happy to place in the upper 
On the basis of 
the great Iowa tradition and on the 


six or eight teams.” 


basis of Coach Rosenberger’s skill in 
bringing out the best his material has 
to offer we are a little more optimis- 
tic. Iowa will be among the top three 
teams when the scores are toted up 
at Detroit. 

Cornell, 
setts, Rhode Island and a few other 
Northeast tried 
themselves out for size at the Eastern 


Connecticut, Massachu- 
colleges from the 
States Exposition on September 18. 


This contest follows much the same 
procedure as the international contest 







fittings. 


for 


N 
ndable SANITAR 
VALVES & FITTINGS 


Quality of design, engineering, 
and materials combine to meet 
highest performance standards 
in “G & H” sanitary valves and 


THREE-WAY 
VALVE No. 11-C 
With Ends Threaded 
A Sanitary Valve that op 
erates with greatest ease 
Designed 
sion standards 
prompt delivery. 


STRAIGHT-WAY 
VALVE No. 10-C 
With Ends Threaded 
Scientifically designed for 
performance, long life, and 
adaptability. A true triumph 

of design. 


faction. 
perfection in detail and de- 
sign. 


Write today for new illustrated 
*G & H” Bulletin. 


and gives a pretty fair indication of 
the relative strength of the teams that 


participate. The winner of this con- 
test is usually up among the leaders 
in the big time. When the Connecti- 
cut Valley dust settled after the 1951 
edition of this contest the score board 
showed University of Vermont on top 
of the heap with Connecticut a close 
second and New Hampshire a distant 
third. Vermont had a first in Butter 
and a first in Milk with Cornell taking 
the honors in Cheese. Connecticut 
led in Ice Cream. Unfortunately the 
word from the Green Mountains is 
that Vermont will not be represented 
at Detroit, consequently a serious con- 
tender will be eliminated. However, 
with only two points separating Ver- 
mont and Connecticut, the latter will 
be a team to keep an eye on. The 
Nutmegger’ss Dave Watts and Cor- 
nell’s George Kloser showed up well 
in the local contest. They will be 
hard men to beat at Detroit. 


No reports have been received from 
Mississippi, Tennessee, Georgia, Cor- 
nell, North Carolina, Minnesota, Mary- 
land, and Nebraska as this prognosti- 


cation is made. 


All of these teams 


to exacting preci- 
Stocked for 


STRAIGHT-WAY 
VALVE No. 10-BF 
One End Threaded— 
Other 14 and 13 H. 


Meets all sanitary code re- 
quirements. Precision-built 


service and satis- 
Typifies “G & H” 





PAT. NO. 2452486 


scored in the 1950 battle at Atlantic 
City. Mississippi particularly is « team 
to watch. Coached by Professor Her. 
zer, and backed by a record of cop. 
sistently good performances the team 
may very possibly be the team to beat 


Last year we picked first and third 
in the All Products correctly. This 
year we will try for the first five and 
maybe next year we will have a suf. 
ficient number of holes in our head 
to venture an estimate on the first ten 
As yet we have no knowledge of 4 
law that prevents an editor from stick. 
ing his neck out as far as he pleases 
Here is the neck. We have an idea 
that Coach Herzer, with the almost. 
but-not-quite memory of 1950 still in 
mind will be loaded for bear this year 
It is a hard choice with that Iowg 
coterie out to count another coup and 
Connecticut fresh from a reasonably 
tough preliminary skirmish. Neverthe. 
less, we like Mississippi for the nun- 
ber one spot in All Products and will 
buy Iowa for the second place. Third 
place is a toughie with Michigan 
Ohio, and Connecticut all tempting 
choices. We've mixed them up and 
unmixed them. Our crystal ball says 


a a. 
SMALL PLA 
OTHERS PENDING a 


“Tze SPRINKMAN MODEL E 
@. S. PLATE FILTER 


In the Sprinkman, product flow is upward . . 
of unfiltered milk contacting filtered product. Only suspended impurities 


. eliminating any chance 


reach bottom side of pad. Heavier particles settle on lower stainless 
plate. All Sprinkman Filters feature ‘‘controlled suspension."* Media is 


SEE YOUR JOBBER. 








2411 52nd Street 


= : 


Kenosha, Wis. 









suspended in milk stream between two horizontal stainless plates te 
afford positive filtration, extra large capacity and long media life. 


W. M. SPRINKMAN CORPORATION 


4022 N. Port Washington Avenue, Milwaukee 12, Wis 
Branches: Chicago, Los Angeles 
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its Connecticut for third, Michigan 
fourth and Ohio State fifth. We 
wouldn't be at all surprised, however, 
to see Purdue in these somewhere. 
Okay, okay, so you don’t agree with 
us. Well, pick your own. Next month 


well see who is wrongest the mostest. 


e 

WASHINGTON REPORTER 

(Continued from Page 34) 
larger dairy population in the state 
and by higher production per animal. 
The Virginia report is in contrast to 
national averages which are indicating 
a downward production. 

Cumulative receipts for the first six 
months in Virginia were 7 percent 
above the first half of 1950; and 42 
percent above the average production 
in Virginia over the entire period for 
which records have been kept at the 
college. 

Milk for manufacturing in Virginia 
was down 9 percent, an indication 
that the state is producing a far larger 
percentage of the milk it uses to man- 
ufacture dairy products. 

The college also cited some of the 


individual records being made by 
Dairy Herd Improvement Association 


ATLANTIC 





October, 1951 





STAMPI 


members to show the increased pro- 
duction per animal. The 20-head herd 
of R. L. Grosevlose of Wythe County 
was recently selected as best in the 
state and his cows produced an aver- 
age of 56 pounds butterfat per cow. 
Top record in milk production, how- 
ever went to the Schuler and Umber- 
ger herd of 30 cows, which averaged 
1,347 pounds of milk per animal. 
Their cows were second in butterfat 
pounds per 


production with 54.7 


animal. 


Condemn Milk Commission 
One of the major planks in the 
Republican platform for Virginia will 
be the abolishment of the State Milk 
All seven 
Republican candidates for the House 


Commission, it is believed. 


of Delegates have bitterly condemned 
the commission for refusing to with- 
draw its price-fixing controls from the 
Milk market. In 


speeches in the area they are 


Richmond various 
charg- 
ing that “We must keep this issue 
alive because the public is demand 
ing it”; “it is one more example of the 
bad results of a bureaucratic control”, 
and “it gives us government by com- 


mission, not by the people.” 


NG COMPANY °* 


Says Milk Harmful to Boys 

G. H. Heath-Gracie, choirmaster of 
the Derby Cathedral in Birmingham, 
England, didn’t like what he found 
in America during a recent visit, and 
blamed it on milk. He told an organ- 
ists’ association international meeting 
that milk is making cream puffs of 
“One finds here 
high 


the American boy. 


an abnormally proportion of 


adults who are still in some ways 
adolescent. Cows milk pumped into 
our youths in an ever increasing rate 
have the effects 


claimed for it by the analytical chem- 


may possibly not 


ist or the dietitian.” 


One of America’s outstanding psy- 
chiatrists, Dr. Winfred 
superintendent of St. Elizabeth’s Hos- 


Overholser, 


pital in Washington, D. C., denied the 
accusation, then added slyly, “One 
might say it is equally dangerous to 
eat steer meat.” 


OPS MILK REGULATION 
(Continued from Page 18) 


this paragraph must include appro- 
priate work sheets. The work sheets 


may be in any convenient form so 





OR Oe ee ae ee), ee 










long as they include all data and cal- 
culations required to determine your 
ceiling prices. 


(c) If- you sell milk products cov- 
ered by an area milk price regulation, 
you must prepare and keep available 
for examination by the Office of Price 
Stabilization for a period of two years, 
records of the kind which you cus- 
keep showing the 


tomarily prices 


which you charge for such products. 


SEC. 11. Definitions (a) Base 


period. The base period is January | 


to June 30, 1950, inclusive. 


(b) Buying plan. A buying plan is 
an arrangement for purchasing raw 
milk and other 
terms and conditions of 


includes price and 


sale. 

(c) Item. 
and each container size and type of 
each milk product listed in paragraph 
(e) of this section, by 


An item is each grade 


class of pur- 
chaser. 

(d) Marketing This term 
means the geographical area described 
in any marketing agreement, license, 
or order issued pursuant to the Agri- 
cultural Marketing Agreement Act of 


area, 


1937, 


sued by any stat emilk control agency, 


as amended, or in an order is- 


or such area as may be determined by 
the Office of Price Stabilization. 


(e) Milk products for fluid consump- 
tion. This term means standad milk; 
homogenized milk; vitamin and min- 
eral fortified milk; high fat milks; milks 
of special curd tensions and other 
milks with special dietary qualities 
and properties; buttermilk; chocolate 
milk; skim milk, plain; skim milk, vit- 
amin or mineral fortified; skim milk 
drinks such as chocolate drink; half 
and half; cream of various percentages 
of butterfat, 
cottage cheese, pot and bakers cheese; 
butter filled 
mixed with other ingredients or gases 
use das whiping cream, and other spe- 
cialized fluid cream products; and any 
other milk or 


whether such products are to be sold 


including sour cream; 


cream, cream, cream 


cream variation sold 
at retail or wholesale, and regardless 
of whether such products are to be 
sold in glass, paper, or other type of 
containers, or in bulk. It is not in- 
tended, however, for this definition to 
include milk, milk or 
whey when such products are exempt 


cream, skim 


from the General Ceiling Price Regy. 
lation or to include ice cream or jg 
cream mix, canned, evaporated or cop. 
densed milk, milk powder, butter 9, 
other manufactured products not used 
for fluid consumption. Neither jis ; 
intended to include sales of concen 
trated frozen fresh milk sold by whole. 
salers, such sales being governed }, 
Ceiling Price Regulation 14. This reg. 
ulation applies only to milk, and prod. 
ucts therefrom, produced by cows, 


(f) Person. This term includes an 
individual, corporation or a division o 
other unit thereof, conducting business 
within the marketing area, partner. 
ship, association or any other orgap- 
ized group of persons, or legal sue. 
cessors or representatives of the fore. 
going, and the United States or an 
other 


government or their political 


subdivisions or agencies. 


(g) Sales outlet. A outlet 
means a separate business establish- 
ment from which you distribute a milk 


product. 


sales 


(h) Sales point. A quart of milk 
product sold (except cream, half and 
half, and cheese) is equal to one sales 

























1 Exclusive type strainer 
* perforations mean larger 
area for milk to pass 
through. 
2 Larger strainer area 
* means faster filtering — 
saves time. 
3 Cotton disc forms gasket, 
* preventing unstrained 
milk from by-passing fil- 
ter—only clean milk gets 
through. 


sterilize. 


Write for full 
price information 
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Why Suwof) Strainers 
are Superior... 
p/ CHECK THESE 5 points 








4 Seamless, solderless construction provides 
* surfaces which are easy to clean and 


5, In sizes for 61 ” er 72” cotton dises and 
available with either short or long handle. 


JOHN LaZ7 Est. 1867 


Joun Woop Company 


SUPERIOR METALWARE DIVISION 
509 Front Avenue * St. Paul 3, Minnesota 




















AT THE TURN OF THE CENTURY 


Most folks consider the dial telephone as a recent de- 
velopment. Actually, it isn’t so new. Sketched above is 
one used in 1904, 

Back in March 1901, three years before this instrument 
was used, Benjamin P. Forbes started in the chocolate 


business. FOR 50 YEARS, the name FORBES has been 
identified with quality and flavor. 


@ A TRUE CHOCOLATE FLAVOR — NO BITTERNESS 
@ FLAVOR KEPT IN SUSPENSION — NO SEDIMENT 
@ FORTIFIED WITH PURE VANILLA PLUS VANILLIN 
@ CONVENIENTLY PACKED—ECONOMICAL TO USE. 


, Write or wire for a FREE sample and compare 





The BENJAMIN P. FORBES CO. 


2000 WEST 14th ST. e CLEVELAND 13, OHIO 


it — or better still, send us a trial order. 
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point; sales points for all other sizes 
of containers are related to the quart 
ynit in direct proportion to the size 
of the container solld. In the case of 
cream (of all kinds), a one-half pint 
sold is equal to one sales point; sales 
points for all other sizes of containers 
are related to the one-half pint unit 
indirect proportion to the size of the 
A pint of half-and- 
half containing 12 percent fat and less 
fat than cream shall be considered one 


sales point. 


container sold. 


A 16-ounce package of 
cheese is equal to one sales point, and 
all other size containers shall be cal- 
culated in direct proportion thereto. 
Milk products sold to other proces-sors 
shall not be used in determining sales 
points. If the evidence establishes to 
the satisfaction of the Office of Price 
Stabilization that in a particular mar- 
keting area a different system of sales 
ponits has continuously and consist- 
ently been in use since the beginning 
of the base period, that system of sales 
points may be employed. 

(i) You. The pronoun “you” as used 
in this supplementary regulation indi- 
cates the person subject thereto. 

SEC. 12. Chares lower than ceiling 
prices. Lower prices than those estab- 


lished under this regulation may be 
charged, demanded, paid, or offered. 

SEC. 13. 
Any seller who has customarily given 


Sales slips and receipts. 


a purchaser a sales slip, receipt, or 
similar evidence of purchase shall con- 
tinue to do so. Upon request from a 
purchaser any seller, regardless of 
previous custom, shall give the pur- 
chaser a receipt showing the date, the 
name and address of the seller, the 
name of each commodity or service 
sold, and the price received for it. 

SEC. 14. Petitions for amendment. 
Any protest, petition for amendment 
of this supplementary regulation or an 
amendment thereto, or petition for in- 
terpretation of this supplementary reg- 
ulation or an amendment thereto may 
be filed in accordance with the pro- 
visions of the Price Procedural Regula- 
tion 1, Revised. 

SEC. 15. Evasion. Any practice 
which results in obtaining indirectly 
a higher price than is permitted by an 
area milk price regulation is a viola 
tion of such regulation. Such practices 
include, but are not limited to, devices 
making use of commissions, services, 
cross sales, 


transportation arrange- 


ments, premiums, discounts, special 









@ SAFEGUARDS 
Ammonia 
Compressors 


@ASSURES 
Economical 
Operation with 
Full-flooded Coils 


Here's the proved method of protecting ammonia compressors 
from the damages of liquid slop-over. Phillips Liquid Return 
Systems effectively return refrigerant liquid from a suction line 
trap to the liquid receiver or liquid line—and, effect savings in 
Operation. With a Phillips System, full flooding of coils is possi- 
ble for maximum efficiency of evaporation and properly- 


conditioned suction gases are assured. 





PHILLIPS 
FLOAT CONTROLS 
For “Freon” — 

1 te 1000 Ton Cap 


For Ammonia— 
1 te 2000 Ton Cap 








LRS-50. 


H. A, PHILLIPS & CO. DESIGNERS AND ENGINEERS 


REFRIGERATION CONTROL SYSTEMS 


3255 W. CARROLL AVENUE « CHICAGO 24, ILLINOIS 


October, 1951 


Several types of systems are available: 
for Gravity, Injection Lift and Pres- 
sure Lift operation, in sizes up to 1000 
tons. A Phillips Engineer will gladly 
help to select the right one to assure 
complete protection for you. Write 
today for full information in Bulletin 


IT PAYS TO USE R&M QUALITY FILTERS 





privileges, tie-in agreements, and trade 
understandings. 

SEC. 16. Penalties. 
ing any provisions of this supplemen 
tary regulation or an area milk price 
regulation are subject to the criminal 


Persons violat 


penalties, civil enforcement actions, 
and suits for damages provided for by 
the Defense Production Act of 1950, 
as amended. 


SEC. 17. Delegation of ‘authority. 
Authority is hereby delegated to each 
District Director of the Office of Price 
Stabilization to milk 
price ceiling 
with the 


visions of this supplementary regula- 


issue an area 


regulation adjusting 


prices in accordance pro- 
tion in a milk marketing area when 
the entire area or the major part there- 
If the en- 
tire area or the major part thereof is 
not located in any one district, this 
authority is delegated to the Regional 
Director of the Office of Price Stabili- 
zation for the region having jurisdic- 


of is located in his district. 


tion over the largest city in the mar- 
keting area. This delegation includes 
authority to perform all the othe: 
functions of the Office of Price Sta- 
bilization provided for in this supple- 
mentary regulation. 





300 SPRUCE STREET - 





WRITE: REEVE & MITCHELL 


PHILADELPHIA 7, PA. 
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Sanitary Pump Production 


R. EMIL HOWE, Sales Man- 

ager of the Pump Division of 

Waukesha Foundry Company, 
Waukesha, Wisconsin, announces that 
the new “Shiftspeed” Sanitary pump 
introduced early in 1951 is back in 
production and deliveries will start 
October first. However, the Wauke- 
sha “Shiftspeed” for the time will be 
available in painted cabinets only. 
Waukesha is still not permitted to 
produce the cabinets out of Waukesha 
Metal. Materials 
forced the company to interrupt its 
production of these outstanding “Shift- 
speed” units. Originally, construction 


Defense controls 


outside as well as inside of corrosion- 
resistant sanitary “Waukesha Metal”, 
it had as one feature a gleaming, pol- 
ished Waukesha Metal exterior. With 
the exception of this feature — changed 
to sanitary hard enamel finish — every- 
thing else in the “Shiftspeed” unit is 
the same as it was. All product contact 
parts of the pump head are of corro- 
sion-resistant Waukesha Metal or stain- 
less_ steel. 

Super-streamlined in appearance, 
with all exterior dirt-catching cracks 
or crevices eliminated, the Shiftspeed 
has several innovations of interest to 
pump users. A convenient handwheel 
provides easy means for changing 
pump capacity while pump is in opera- 
tion. Virtually an “Automatic Gear 
Shift,” this handwheel adjustment 
combines with a visible dial on the 
housing top which shows the pump 
speed required. Another new con- 















86. 


_| 


venience feature includes: new high- 
speed stop, new external sealing de- 
vice, and an inside drive using stand- 
ard no-stretch, non-slipping timing 
belt that assures long-lasting positive 
power delivery at all speeds. 


oe 
New Rotary Can Washer 


NEW rotary can washer, the 
CP Roto-Master, is now avail- 
able to the dairy and food pro- 
cessing industry. 
The 
Package Mfg. Company, the new com- 
pact machine is capable of washing 


Manufactured by Creamery 





180 cans and covers per hour. The 
Roto-Master features Centralized Con- 
trol for easy operation; a large solu- 
tion pump for adequate cleansing; 
cold air drying for sanitary and ef- 
cient operation; heavy duty construc- 
tion for longer life; a removable turn- 


/ Yes . . . but gamble their time in making sales calls. They 


win. You win. 


vide routemen with the stimulant to make sales calls. 
Our account executive in your vicinity will give you com- 


plete facts. Write: 


G. P. GUNDLACH G& CO. 


“Servants to the Dairy Industry” 


BOX sd 


De Your Reulemen Gamlle? 


| 

| 

| | 

Gundlach merchandising and advertising programs pro- | 
| 

| 

| 


table, that can be disassembled with. 
out tools; and adjustable sanitary ball 
foot type legs for easier installation, 

Complete operating and construe. 
tion details are set forth in Creamen 
Package Bulletin I-1066. Send you 
request to: The Creamery Package 
Mfg. Company, 1243 W. Washington 
Blvd., Chicago 7, Illinois. 


Non-Slip Floor Covering 
ERA-MAT, a new non-slip long. 
life floor covering designed to 

prevent serious slipping accidents 
has been introduced by American 
Abrasive Metals Company, 460 Coit 
Street, Irvington, New Jersey. 

The new product provides a non.- 
slip walking surface composed of dur- 
able mineral granules which are resip- 
bonded to a heavy duty weatherproof 
cloth backing. It is available in cleats 
measuring 6” x 24”, or in rolls measur- 
ing 6” wide by 96 ft. long. Rolls come 
only in black, but cleats are made in 
black, red and green. 

Supplied with a protective liner on 
the underside which is peeled off at 
the time of installation, the new non- 
slip floor covering has a pressure sensi- 
tive adhesive which makes it adhere 
firmly to any clean, dry and smooth 
surface. 

For industrial applications, the new 
non-slip product helps to eliminate 
costly “lost-time” accidents. 

Being non-rigid, the floor covering 
permits reasonably heavy loads to pass 
over it without 


damage. Increased 







CINCINNATI 3, OHIO 
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traction cuts down lost motion and the inflators and milk hose to a glass takes only an instant to connect the 
fatigue and increases worker's pro- jar of the milker washer, Mr. Bowlin milking machine to the milker washer. 
ductivity. Maintenance is simple since explains. When a certain level is Operation is automatic, so that we are 
dirt can be brushed out. reached, the vacuum is broken, caus- able to go about other work, know- 
The new non-slip floor covering is ing part of the solution to flow back ing that the machine will be thor- 
recommended for steps, ramps, plat- into the pail. oughly cleaned. 
1 with- forms, factory floors, walkaways, cat- “This alternating flow circulates the The manufacturers say best results 
ry ball walks, washrooms, cafeterias, docks, solution through the rubber parts and are obtained when the milker washer 
bom. warehouses, running boards, _ store- is used with Calglo, a cleaner contain- 
netres. rooms, step-ladders, entrances, decks, ing a generous quantity of the water 
saumeel passageways, exits, production lines, conditioner, Calgon. By combining 
d your slippery surfaces, aisles, kitchens, stor- with the hardness salts in water and 
ackage age tanks, fire escapes, flat steel plates, milk, it prevents these salts from pre- 
ringtor and corridors. cipitating and forming insoluble film. 
* This enables the other agents in Cal- 
Milker Washer glo to perform their true cleaning 
function. 
NE of the first dairy farmers in 
j a : * 
fering this area to install a Calgon 
D long. Milker Washer, is E. A. Bowlin, Walk-In-Cooler 
ned to Latrobe, Penn. Now, after more than NEW LINE of Uniflow Walk- 
saree: two years use, he says its operation In Coolers immediately avail- 
eae is “100 per cent; not a thing wrong.” able to concerns in the food in- 
0 Coit Developed by Calgon, Inc., Pitts- dustries field has been announced. 
burgh, after extensive study of dairy Uniflow offers standard temperature 
‘= fam operations, the milker washer also allows the inflators to flex in the coolers, multi-temperature and walk-in 
of dur- taps on the vacuum line to provide a exact manner in which they operate coolers. 
e resin- pulsating motion similar to that of during milking”, he says. “This goes One of the most outstanding fea- 
}erproof milking. on, 18 to 20 times a minute, and the tures of the Uniflow Walk-In cooler 
n Cleats The cleaning solution, contained in cleaning solution is forced into every is that the multiple-temperature cooler 
may’ an ordinary pail, is sucked up through crevice and cranny of the inflators. It offers two or three different rooms in 
s come ue _ 
nade in | 
© J ® 
Y 4-4 | €mphasize Regular Clipping 
liner on our =||= 
- ° 
1 off at Coli-f Bacteria | for the production of clean milk 
WwW non- Oo i-Trorm ac eri 
yew ENTIVE j 
adhere p R & V Mk 
smooth Because Orange Solid «s You're in real trouble u eam za a 
Oil in tubes is 100% § when your pistons, sani- i 
sterile, it is ideally suit- § tary valves, capper head : 
the new ed for the lubrication of: s guides, seals and . 
liminate ’ pumps become con- / . 
* Homogenizer : taminated with coli- ELECTRIC eke 
* LU form bacteria. So = : 
swine | | Pm = scan || CLIPMASTER games 
9 ° of endangering your , 
s to pass Sanitary Valves business. With a daily , Powerful 
icreased © Ammonia a of ¢ ) range Here’s what motor in- 
Solid Oil at these hi side the 
;' Valves ng pene gp authorities say: handle 
ver, hands do no , = CLinns 
© Cancer i . a National Dairies— "Clipping udders 
9 G +9 ead “am _> Posse: agen and flanks is the first step in clean milk production.” 
ve ae duce your coli-form Univ. of Wisconsin— "Clipping saves time when preparing 
4 Sanitary Seals bacteria count. We udders for milking. ' ; 
hey ask you to try this Oregon State College—"’Dirty cows will mean dirty milk. 
| ® Positive Action V3 dairy lubricant just ||] Keep the hair clipped short on the udder, legs and flanks 
“en : once — you'll ; never at all times. 
>ro- P : use any other! Leading Health authorities say:"‘A regular clipping program 
e 4 ORDED TODAY means more wholesome milk and increased profits for every- 
McGlaughlin ' $3.00 one. It is an essential step in the production of quality dairy 
™ = products.” Clipping reduces sediment, lowers bacteria, avoids 
om ba for 6—4 oz. tubes - - : ° r 
OIL COMPANY s $5.50 contamination and helps in the control of lice, ticks, etc., 
3750 E. Livingston Ave. ’ : which greatly affect milk production. Encourage this good 
Columbus, Ohio - for 12— 4 oz. tubes dairy management practice. Write for free educational 
, W = =F.0.B. Columbus, Ohio available to dairy companies interested in promoting the 
THE STERILE LUBRICANT IN THE “TOOTH PASTE” TUBE | Boge — of clipping among their patrons. 
; N (formerly Chicago Flexible Shaft Co.) 
Packaged by the authority of the F Lubricants, Inc. Sinbetim CORPORATIO 
= . a a Tee oem Dept. 122, —- 5600 West Roosevelt Road, Chicago 50, Illinois 
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one with two or three different tem- meet the Bulk Milk Handling System D, for highly inflammable gases and The 
peratures; from —20 to +40 or what- _ requirements for a dual purpose farm _ volatile liquids, and in Class II, Groups J or with 
ever is needed, and, the cooler re- cooling tank that would provide fast, F and G, for combustible dusts. Other The 
quires only one condensing unit and full range cooling immediately after types SD and SS without label, fo; Corp.. 
one blower unit, one expansion valve, _ milking, plus sanitary low-temperature —_ non-explosion-proof services, are also 18, N. 
and one installation hook-up. This is storage until truck tank pickup. available. Features incorporated jn. clusive 
an advanced Uniflow engineering feat Creamery Package has been one of clude: Sealed terminal, elongated item to 
which means all around efficiency and the pioneers in developing equipment spark-arresting bearing sleeves, stream. 
ee lined housing, hi-draft ventilation, re. 
bad movable cover, split hub fan, normal- Ser 
New Method of Fly Control ized castings, Lubri-flush bearings, INC 
ONSTANT control of flying in- Farm Cooling Tank atannyrected winsings, 208 mae — 
sects can be had with the new with built-in refrigerated surface centricast rotor. Being complete] abl 
Insectron units. The Insectron sealed, this motor gives protection after th 
uses electric heat to warm a drv sub- against external hazards, preventing | Separate 


liming chemical and causes it to give 
off constantly a minute amount of 





intrusion of abrasives, acids, moisture 


and other deleterious substances. A 


followin 


Washing 


vapor which is odorless, invisible new Bulletin, No. 1629, describing the This : 
harmless to humans or pets in the motors, may be obtained by writing Separate 

E ' y . eae 3 ° 9 ) - - ‘ 
quantity used, and sure death to in- U. S. Electrical Motors, Inc., a 0 East N. Y., re 
sects. The unit has no moving parts, Slauson Avenue, Los Angeles 54, Calif arator a 


is guaranteed when used according 
to specifications. 

The Insectron is made in two sizes. 
The 14 watt $25.00 unit is mounted 


on the wall and an extension cord plus 





Self-Service Milk Case 
NEW SELF-CONTAINED milk 


and dairy case has been an- 


the faste 
his mach 

The « 
minimun 
most cri 


into a standard outlet; it will control for the Bulk Milk Handling System. nounced by The Brewer-Titch- } highest « 
about 12,000 cu. ft. of room space for CP Farm Cooling Tanks combine as ener Corporation, Binghamton, N. Y is maint: 
about 4 months without refilling. . i a —s eee Designated as Model SS53-D, this For c¢ 
anks for cooling; for pasteurizing; for é‘ mine nie _ 

The 6 watt $6.00 unit is plugged “ “ys or f “ ae cabinet measures 53” wide, 30” deep | De Lave 

; s ; as well as complete refrigerat- ma ihe 
directly into a standard outlet, will eee a ee and 40” high. Overall height to top | “y De 


control about 3,000 cu. ft. for about 

two months under constant operation 
Refills are available. 
@ 

Farm Cooling Tanks 


ing machinery for the Dairy Industry. 

Copies of the new Bulletin B-1020 
on CP Farm Cooling Tanks may be 
secured from any CP Branch or from 
the firm’s General Offices at 1243 W. 





58” 


The case is equipped with a 1/3 


of superstructure is 


H.P. hermetically sealed condensing 
Lateral 
plate evaporators and 


unit warranted for 5 years. 


full flooded 








Washington Blvd., Chicago 7, Illinois. eRe More an 
UST OFF the press is a colorful fluorescent interior illumination are | plonts, w 
‘ ‘ ‘ * saaliioacias ’ 

new bulletin on CP Farm Cool- featured. peer 
ing Tanks which explains the Explosion-Proof Motor The major feature of the $S53-D | are inst 
triple benefits of the Farm Tank Bulk 10-FEATURE totally-enclosed dairy case is its great capacity. It ~ ; ~ 
System to Producer, Hauler and Pro- motor for explosion-proof  re- contains 240 quart milk containers a | ik, eve 
cessor. The new bulletin, published quirements has been developed well as a 7” refrigerated by-product a 
by The Creamery Package Mfg. Com- by U. S. Motors. Made in capacities shelf. r9 oes 
pany, points out that CP Farm Cool- from 3 to 75 horsepower, this new The entire cabinet is constructed of ng po 
ing Tanks with built-in refrigerated motor, Types SE and SES, carries the —_ bonderized steel with baked white ag 
surface were especially designed to Underwriters’ label in Class I, Group enamel finish. Since 188 
been “'T 
Deiryla: 

KEEP CUSTOMERS SATISFIED wert 

operating 
Don’t take chances with contamination! limes 


Keep every propagation uniformly perfect 
in flavor, aroma and smoothness by using 
FLAV-O-LAC FLAKES. 


Send for FREE 
Yoghurt Manual 


YOGHURT 
CULTURE 












. - 


DALABE 
ASSOCIATES 


The Dairy Laboratories 


Dept. A PHILADELPHIA 3, PA. 
NEW YORK - BALTIMORE - WASHINGTON 








Single Bottle $2.00 
Needs only 
one propagation 

Branches: 
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The case can be purchased with 
or without illuminated superstructure. 


The Refrigerated Equipment Sales 
Corp., 19 West 44th St., New York 
18, N. Y. have been appointed ex- 
clusive factory representatives for this 
item to dairy and chain organizations 


- 
Separator Washing Method 


INCE modern wetting agents (de- 

tergents) became generally avail- 

able in every grocery store right 
after the war, thousands of De Laval 
Separator users have been regularl\ 
following the De Laval “Two-Minute” 
Washing Method. 


This system, reports The De Laval 
Separator Poughkeepsie, 
N. Y., results in a clean, efficient sep- 
gator and gives the user just about 
the fastest, easiest method of cleaning 


Company, 


his machine that could be imagined. 

The cleanup job is reduced to a 
minimum of effort—results please the 
most critical. Equally important, the 
highest degree of separating efficiency 
is maintained at all times. 


For complete information on the 
De Laval “Two Minute” Method ask 
any De Laval dealer for the “Two- 





Minute” Washing Method Folder 

S.A353 or write The De Laval Sep- 

arator Company, Poughkeepsie, N. Y. 
. 

Booklet On Glass Block 


HE IMPORTANT role of glass 
"Toiock especially as a replacement 

for worn-out window sash, dur- 
ing this period of material shortages 
is outlined in a 16-page booklet just 
released by American Structural Prod- 
ucts Co., a subsidiary of Owens- 


Illinois Glass Co. 



























More and more dairy 
plents, with an eye to 
long-range stable vol- 
ume and steady profits, 
ore installing Rogers 
equipment: for produc- 
ing 3 to 1 concentrated 
milk, evaporated milk, 
condensed whole milk, 
condensed skimmilk, 
ke cream mix, whole 
milk powder, non-fat 
dry milk solids, and 
other concentrates. 
Sine 1883, Rogers has 
been “The Choice of 
Deiryland’’ for ad- 
vanced engineering, 
operating economy, and 
top quality products. 


’ £ ROGERS COMPANY, 8731 WITT ST., DETROIT 9, MICH. 


Ottober, 1951 


The booklet 
seeking non-critical materials for plant 
improvement that glass block offers 
savings of scarce metal in 
building new plants and in remodel 
ing existing ones. 


reminds businessmen 


tons of 


The first section of the booklet is 
devoted to illustrations of industrial 
where block _ installa- 
tions have solved various problems of 


cold, 


maintenance. 


plants glass 


moisture, excessive glare and 


Insulux glass block, it is pointed 
out, ends costly repair bills incurred 


through deteriorating window sash, 
because it is impervious to steam, 
corrosive vapors or high humidity 


conditions. 


Its excellent insulation eliminates 
fuel bills; its 


ability to direct daylight above eye 


cold downdrafts, cuts 
level precludes glare without reducing 
light. Main- 
tenance costs are negligible because 
glass block is extremely durable, elim- 
inates painting and can be cleaned 
quickly and easily. 


transmission of natural 


The remainder of the booklet pro- 
vides architectural details and instal- 
lation data. 











built by 


Schlueter 


To Last Longer 


Fig. 153 
PIPE AND 
FITTINGS RACK 


Sani - Malic 


PARTS HANDLING EQUIPMENT 






met Schlueter co 





Fig. 135 
SANITARY 
v FITTINGS RACK 
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Fig. 132 
SEPARATOR 
TRUCK 
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iF WASHING AND STERILIZING EQUIPMENT FOR THE DAIRY INDUSTRY 7 


DESIGNERS AND MANUFACTURERS 








JANESVILLE, WISCONSIN 
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WANTS and FOR SALES 








Classified Advertising Rates 


ies (Kindly send remittance with order) 
Position Wanted 


50 word maximum, 50c — 2¢ for each additional word. 


All Other Advertisements 
Lightface type: 5¢ per word ($1.00 minimum). 
Boldface type: 10c per word ($2.00 minimum). 
(The name and address should be included in counting the words.) 
Keyed Address 
25c additional in the United States. 
50c additional in Foreign Countries. 
When replying to any of the following keyed advertisements please address replies to: 


oo =e AMERICAN MILK REVIEW 
92 WARREN STREET NEW YORK 7, N. Y. 
(The deadline for Classified Advertising is the 10th of the month preceding 
publication.) 


No classified advertising will be accepted to run with borders or special spacing. All 
such advertisements are considered ‘‘Display’’ advertising and will be billed at regular 
display advertising rates. (Rates and mechanical requirements on request.) 

















EQUIPMENT FOR SALE 


KY yR SALE New : 1951 Ford Dortudor 


EQUIPMENT FOR SALE 


FOR SALE—One 25 H.P. Horizontal 
steam boiler with oil burner. Grates in Vanette Milk Delivery Unit on F-3 6 
cluded for coal. Excellent condition. Can eylinder chassis. Sold with regular fac- 
be seen in operation. $1,500.00. Being tory warranty. Retail price $2366.00. 
replaced with smaller unit. Write to Our price $1875.00. Write to Tom Pur 
Sunnyside Dairy, Port Jervis, New York vis, Ine., Ford Dealer, Mattoon, Illinois. 

10-M-51 10-M-51 


“wn FOR SALE—4 Model M Damrow fork- 

, FOR SALE—De Laval 142 Air- ing agitators complete, 2 in original crates, 

Tight” Separator, never used, stain- 2 slightly used. Two 300 can glass lined 
l t i a railroad ear milk tank. One Erie City 
ess steel discs, $1750.00, uncrated; boiler 60 HP. One Erie City boiler 50 


also, C-B G-70 LH filler, disc feed, HP. One 12 can per minute Braun can 
stainless steel bowl. 56 mm disc washer. Call New York office GI ei 
or write to Box 171, care of this publi- 
and kleen-kap cappers, $500.00 pe fren , 10-M31 
uncrated. Pennsylvania Dairy Sup- eae ae eng 
POR SALE—One OO gallon Manton- 
ply Company, Doylestown, Penn- Gaulin Homogenizer Model CGD, in A-1 
sylvania. 10-M-51 


condition, used but three years. One 
100 Ib. per hour Electro-Pure Pasteur 
FOR SALE--125 gallon M. G. Homog izer, Model 40, complete with pump and 
enizer; 200 gallon R. G. Wright Pas extra heater. One Model 30 EV Lacta 
teurizer ; 60 gross of 51 mm bottles. Econ Separator. One Milwaukee G-70 Nuline 
()-Seal capping machine. Specialty Brass Filler. All above in operating condition 
( bottle filler. 100 gallon cheese vat replaced by larger capacity units. Call or 
Might foot conveyor sections. 6 by 6 write The Page Milk Company, Coffey 
surface cooler and covers. Milk pump ville, Kansas. 10-M-51 
2% and 3% ton Baker Ice 


{‘ooler doors. 2 


Machines. 10 H.P. boiler, stoker and 
controls. Case bottle washers, Miscellan- 
eous Dairy equipment. If you are looking 
for equipment, write the Sunbeam Dairy, 
Perry, lowa. No reasonable offer refused 

10-M-51 by, Wisconsin 


FOR SALE—150 gallon Manton-Gau- 
lin homogenizer, three years old, and in 
A-1 condition. 600 lb. weigh tank, three 
years old and also in A-1 condition. Write 
Bernard Werner, 202 Park Street, West- 
10-M-51 








NEW Cationic CLEANER for DAIRY and CHEESE 





cd 





T SANITATION 


Kueen-EzeY 


™ CLEANER-SANITIZERS 
Q 


D—POWDER 


FOR DAIRY FARMS 
LAZARUS LABORATORIES, INC. 


137 W. EAGLE ST. © BUFFALO 2,N.¥ 
contact your jobber 
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EQUIPMENT FOR SALE 


FOR SALE—Mills Model 25 5 gallop 
batch ice cream freezer, Model 6-18 (-p 
bottle filler and capper with stainless 
steel bowl, C-P. Bantam 6-wide bottle 
washer. Write to Quality Dairy Comp- 
pany, Lansing, Michigan. 10-M-3] 





FOR SALE—5 FOOT MOJONNIER 
PAN POLISHED STAINLESS STEEL. 
COMPLETE WITH ALL AUXILIARIES, 
LIKE NEW. WRITE TO THE HENS. 
ZEY COMPANY, WATERTOWN, 


WISCONSIN. 10-M-51 


FOR SALE 150 H.P. Used Ames 
horizontal boiler with stack and link belt 
belt stoker, $1250.00, where is, as is: 
December 1950 inspection allowed 125 
lbs. steam pressure. One Lightning Mixer, 
used very little, price $75.00 for quick 
sale. Write Sauquoit Valley Dairy Com- 
pany, 491 French Road, Utica 4, New 
York. 10-M-51 

FOR SALE — One Lightning Mixer, 
used very little, price $75.00 for quick 
sale. Write to the Sauquoit Valley Dairy 
Company, Inc., 491 French Road, Utica 
4, New York. 10-M-51 

FOR SALE — CHESTER PYRAMID 
COOLER 6,000 LBS. CAPACIITY. 
LATE STYLE. ALL STAINLESS STEEL 
TRIM. WRIITE OHIO CREAMERY 
SUPPLY COMPANY, 701 WOOD- 
LAND AVENUE, CLEVELAND, OHIO. 

10-M-51 

FOR SALE—1200 Ib. dual compart 
ment weigh tank, all stainless steel. In 
excellent condition. Reasonable _ price 
Write Durling Farms, White House Sta 


tion, New Jersey. 10-M-5l 








FOR SALE Complete Receiving 
Room Equipment consisting of Seale, 
1000 Ib. Stainless Steel Weigh Can, Stain 
less Steel Receiving Vat, Rice & Adams 
12 (.P.M. Washer, also lot of incoming 
und outgoing Can Conveyor. Lester Ke- 
hoe Machinery Corporation, 1 East 42nd 
Street, New York 17, New York. Tele- 
phone—MUrray Hill 2-4614 10-M-51 


—T a '@) | S E ni NICKEL 
PLANT EQUIPMENT — ALLOY 










LINE 
FILTERS 


TUBING 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 


Sanitary Equipment for the Processing Industries 


American Milk Review 
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EQUIPMENT FOR SALE 


FOR SALE— 125 GALLON VIS- 
COLIZER. STAINLESS STEEL. LATE 
STYLE. GUARANTEED. WRITE OHIO 
CREAMERY SUPPLY COMPANY, 701 
WOODLAND AVENUE, CLEVELAND, 
OHIO. 10-M-51 


FOR SALE — York 5000 lb. Short 
Time Pasteurizing System; Cherry-Bur- 
rell and Creamery Package Short Time 
Pasteurizing Systems, 11,000 lbs. capacity - 
150 and 200 gallon Round Stainless Steel 
Pasteurizers, also 100 to 400 gallon 
Cherry-Burrell Spray Vat Pasteurizers; 
(Creamery Package Full-Flo Plate Cooler, 
35,000 lbs. raw milk per hour; Mojonnier 
Stainless Steel Cabinet Cooler, S wings 
72 tubes high; Cherry-Burrell Junior 
Cabinet Cooler, 9 wings 36 tubes high; 
No. 142, No. 172 and No. 192 De Laval 
“Air-Tight” Separators; 6-18, G-70, 
6-100, G-160, G-240, GV-20 Cherry-Bur- 
rell Fillers; 4, 6 and 8 Wide Bottle 
Washers; 75 to 1500 gallon Homogeniz- 
ers or Viscolizers; No. 188 De Laval 
“Air-Tight” Clarifier; Sharples “Presur- 
Seald” All Stainless Clarifier, 12,000 lbs. 
6 foot Mojonnier Stainless Steel Vacuum 
Pan; 1000, 2000, 3000 and 4000 gallon 
Pfaudler Glass Lined Storage Tanks (For 
By-Products) ; Rotary Milk Can Wash- 
ers, 14% to 6 e.p.m. Write or wire your 
requirements to Lester Kehoe Machinery 
Corporation, 1 East 42nd Street, New 
York 17, New York. Telephone MUrray 
Hill 2-4616. 10-M-51 





FOR SALE—Viscolizers and homogen- 
izers. Completely rebuilt and guaran- 
teed. With standard or late type stain- 
less sanitary heads and pressure valves. 
Bulletin and prices on request. Write 
Otto Biefeld Company, Watertown, Wis- 
consin, 10-M-51 


FOR SALE — MOJONNIER CABI- 
NET COOLER 14,000 LBS. CAPACI- 
TY. STAINLESS STEEL THROUGH- 
OUT. WRITE OHIO CREAMERY 
SUPPLY COMPANY, 701 WOOD- 
LAND AVENUE, CLEVELAND, OHIO. 

10-M-51 

FOR SALE— CONVEYORS: Many 
types of belt and roller conveyors for 
the handling of cases, cartons, bottles 
and cans. Write for circulars and prices. 
Guaranteed equipment. BONDED 
SCALE & MACHINE COMPANY, 2166 
SOUTH THIRD STREET( COLUM 
BUS 7 ,OHIO. 10-M-51 








October, 1951 


EQUIPMENT FOR SALE 


FOR SALE—BAGBY AUTOMATIC 
COTTAGE CHEESE & SOUR CREAM 
FILLER. CAPACITY 20 PER MINUTE. 
WRITE OHIO CREAMERY SUPPLY 
COMPANY, 701 WOODLAND AVE- 
NUE, CLEVELAND, OHIO. 10-M-51 


REBUILT—Pasteurizers, Milk Cool- 
ers, Bottle Fillers, Ice Machines, Plate 
Coolers and Heaters, Homogenizers and 
Bottle Washers. Send us your require- 
ments. Ohio Creamery Supply Company, 
TOL Woodland Avenue, Cleveland, Ohio. 

10-M-51 


FOR SALE—Ready to drive away 
— used delivery equipment. We 
have UM and ULM Divcos; Dodge 1 
tons with DeKalb Bodies; Whole- 
sale milk trucks and bodies. This 
equipment is suitable for regular 
routes or for use as a spare. We 
are the largest lessors of milk de- 
livery equipment West of the 
Mississippi. Call or write BAKER 
TRUCK RENTAL, INC., 302 North 
Osage, Wichita, Kansas 10-M-51 


FOR SALE—Lookout 8 H.-P. 
Boiler, fluless upright with auto- 
matic fuel oil burner and return 
system. 200 gallon Cherry pas- 
teurizer, Taylor recording and long 
stem thermometers, Cherry Icy-flo 
with 3 H.P. compressor, Milwau- 
kee 6-16 filler, 350 United steel 
T square wire cases, York ice cube 
maker, C.P. 6 wide Bantam soaker 
washer, 2 unit heaters, 2 Master 
milk pumps, equipment table, 
2000 ‘2 pint square bottles. Write 
the Arlintgon Farms, Rock Rapids, 
lowa. 10-M-51 


FOR SALE — 1 Model E, 8 wide 
Cherry-Burrell soaker bottle washer in 
first class shape. 1 GV-10 Cherry-Burrell 
bottle filler, left hand, in good condition. 
100 dozen 10 0z. new 48 mm. plain bot- 
tles. Make us an offer. Sanitary Farm 
Dairies, in St. Paul, Minnesota, or in 
(‘linton, Iowa. 10-M-51 





EQUIPMENT FOR SALE 


FOR SALE—1 No. 136 DeLaval Clar- 
ifier, bowl equipped with stainless steel 
dises. Excellent condition. Approximately 
3% years old. Price $1800.00. Write 
The Burton-Ford Company, Inc., 2500 
East Main Street, Waterbury, Connecti- 
cut. 10-M-51 


FOR SALE—No. 45 Dacro square tall 
half pints, 200 gross brand new, plain. 
Write Uservo, Inc., 2102 John Street, 
Fort Wayne 5, Indiana. 10-M-51 

















EQUIPMENT WANTED 

WANTED IMMEDIATELY—3,000 to 
4,150 gallon stainless steel tank trailer 
preferably mounted on tandem axle semi 
trailer, but would consider unmounted 
tank. Would also consider complete unit 
of tractor and trailer tank. Phone 2-3211, 
or write or telegraph Banner Dairies, 

Post Office Box 1601, Abilene, Texas. 
10-M-51 

WANTED TO BUY 

WANTED—wStainless Steel dump vat 
either double or single compartment. Also 


small condenser. Write to the Gillette 
Dairy, Inc., Norfolk, Nebraska. 10-M-51 


WANTED—Wanted Cherry-Burrell 16 
Valve filler to fill half gallon rectangular 
bottles and other sizes. Write to Box 175, 
care of this publication. 10-M-51 


WANTED—Good used 3,000 to 4,000 
gallon round horizontal storage tank, reg- 
ular insulated or cold wall, stainless steel 
lined. Write Mohegan Dairies, Box 1510, 
New London, Connecticut. 10-M-51 














_ BUSINESS OPPORTUNITIES 


FOR SALE—Dairy and Poultry farm 
in central western Indiana, 194 acres, 
50 acres tillable, Spring water in pas 
ture, two good wells. Two all modern 
houses, Rural route, telephone, school bus 
passes the door. Two barns, large poultry 
house, milk house equipped with pasteur- 
izing plant doing excellent retail business. 
Reason for selling, no help. Ideal setup 
for father and son. Price $28,000. Write 
to Box 172, care of this publication. 

10-M-51 


FOR SALE—-Grade A Dairy, Cen- 
tral lowa, paper and glass, 7 
routes, real money maker, priced 
to sell. Terms. Write Box 177, care 
of this publication. 10-M-51 











203 WEST OLIVE STREET 


Newest development in cottage cheese manufacture . . 
drains quickly, preserves texture and freshness. Trays are self-stacking for 
easy trucking into cooler until cheese is ready for packaging. The perfect 
method for draining and holding. All-welded stainless steel construction. 
Heavy durable screen. Size overall, 24’ x 48x 8’. Complete 3-piece unit 
assembly. Easy to handle, easy to clean. Order any 
number of trays to meet your production requirements. 
Add more trays as needed. Ask for illustrated literature. 


Dairy Equipment Division 


STEEL and TUBE PRODUCTS CO. 


MILWAUKEE 1, WISCONSIN 


STERILINE COTTAGE CHEESE 
DRAINING and STORAGE TRAYS 


Speeds Draining @ Preserves Firm Curd @ Assures 
Uniformity @ Simplifiies 


Handling and Storage 


. prevents matted curd 





Write for 

New Folder 
“Cottage Cheese 

Making” 
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BUSINESS OPPORTUNITY WANTED TO ‘BUY THERMOMETER REPAIR SERVICE 











FOR SALE—$25,000 will buy well THE RMOMETERS We repa Mer. FOR > 
established milk and ice cream plant in curial Indicating Thermometers dial itable. | 
southern Iowa. Modern equipment and thermometers and recording thermometers Write fo: 


truck less than one year old. Selling be 


: ye: ‘ i of all makes. Instruments are recondj- Company 
cause of health. Write to Box 173. care tinned like new. Satisfaction guarap. =a 
of this publication 10-M-51 teed. For economical savings, ship you FOR 





—— — paemension thermometers to Nurnberg Thermometer made fro 
WANTED—Large or small supply ot Company, 124 Livingston Street, Brook. ole to Br 
skim for cheese to be manufactured on ' lvn ,New York. 10-M-51 ('astle, I 





premises. Unequalled opportunity. Reply Large operation of over 
to Box 136, care of this publication GP: “mane a 

a ee 100 retail routes switch- OPPORTUNITY FOR SALESMEN 
ing from glass to paper 





























WANTED To purchase or lease, OP POR TU NITY F 7 
‘ ; ‘ a Se r, cone t OR SALE SMEN. 
aor Fae that is under the New York container. Wants speci- SALES MANAGERS: An excellent op. ‘ 
Milk Marketing Order- vW to 1,00 cane fications and prices on portunity for advancement to Sales Man- (C 
of milk per day; either a shipping statio agement is offered by a progre » Dai 
: : “he . ‘ r ° -_ age so ( y a progressive Dairy 
full yr noe ase beng? hg ge light W eight, compact re- organization, operating in the South, Center 
det: s etter, to tn) 4, Care ol ° ° e 0 ast and Sx 708 J > 
this publication 10-M-31 tail milk carrier to hold Southeast and Southwest. — 
lis ———— ee x ) es ; “11 . We have an opening for an experienced ce E 
~ KOR SALE Dairy plant and business 12 quarts of milk Mm man to contact and merchandise present arating 
in southern Wisconsin city. Retail and square paper containers. wholesale milk and ice cream accounts recently 
wholesale; established 21 years; sales 4] interested i similar and to develop new business. The man , # 
$165,000 annually; 5 routes; modern Aa ee — - we want must be an outstanding salesman plant is 
equipment ; owner retiring. Reply to Box carrier for 6 half-gallon with a clean record and plenty of am such a 
167, care of this publication. 10-M-51 ave! yntain bition il 
aper containers. eive 
I I er Please include a photograph and a com ar 
plete outline of your background and ex for later 
HELP WANTED Box No. 170 perience in your reply. Write to Box 168, in pl 
Ww ANTE D- Salesmanager and super- eare of this publication. 10-M-5] on a 
visor to take charge of sales and routes _ - om » . : muk Te 
for privately owned dairy located in lower SALESMEN — W sf desire men of high Three c 
Michigan. Operating 24 routes with ex : ———————————— calibre presently selling dairies to handle 
cellent prospects for expansion Top sal POSITION WANTED our plastic promotional items ol proven cooler 
ury with additional compensation for in value. Only men who are firmly estab ample st 
erensed sales. Geod fature for qualified DO YOU NEED AN ASSISTANT, lished in the field and have ex perience : d 
man. Write fully, giving full details. All Ambitious, clean living, family man, — the top dairies need apply oe Comet 
correspondence kept in strict confidence ive ~6, desires position leading to assist complete ne m ape irst etter desired. 
Write to Box 166, care of this publica unt to owner. College educated in eng-i Write to Box 180, care of this publica 
tion. 10-M->1 neering, experienced in route work, some — 10-M4l A por 
plant and business experience. Willing 


ASSISTANT WANTED to Dairy to learn all operations. Excellent refer- MISCELLANEOUS it Dav 
Plant Owner whose business is growing ences. Desire Mid-West location with quippe 
steadily and has more work than he equip 


salary, bonus or profit-sharing agree- . : " . 
ean handle. Must have at least High FOR SALE Chocolate Milk made 











bs ment. Reply to Box 151, care of this pub = a necessal 
School education, and be willing to learn ep ae 10-M-51 from Bradway genuine chocolate powder Be skis 
business from the bottom. Must be will . ea or syrup is better. Write for sample to, ~— o 
ing, in the beginning to work inside POSITION WANTED by Dutch Bradway Chocolate Company, New Cas plant. 
creamery and outside on routes. Other cheesemaker with three years of experi tle, Indiana. 10-M-1 
responsibilities will gradually be assumed ence in dairying and  cheesemaking Te ees aaa a Ta Fae - m_>° In 1¢ 
Remuneration in accordance with capa (Giouda, Edammer and Tilsiter). Worked FOR SALE Truck lettering and 
bilities. Location, Central New Jersey n Holland and Germany. Have 12 years trade marks decals made for your trucks even cl 
Give full information in first letter, and of education, ineluding 2 years of special and store advertising. Easy to apply, James I 
state salary desired. Write to Box 136, dairy school; [am 25 years old and would uniform, distinctive, economical for small 
care of this publication. 1O-M-51 uppreciate the opportunity of becoming —a “ed — needs. Write a — Mat gether 
cheese ‘ this cou ep o ews Company, S2e South arvey, Oak °C, 
WANTPD—Experienced Plant) Sani ce we ces aa ke ss ah adi Park, Ilinois. 10-M-51 sen Con 
tury Engineer for a large plant located 10-M-p1 - — ——- - develop 
in the central part of New York State, PURE TREE RIPENED LIME pure-br 
engaged in the fluid milk, cottage cheese POSITION WANTED—As field man JUICE, ORANGE JUICE OR TAN- 
and ice cream business. If interested, or dairy chemist by dairy technologist GERINE JUICE FOR BETTER The fai 
sive experience, age, salary expected, with college degree and five years experi- SHERBERTS. Sample order, 12 Nun- ment a 
references, ete., in your first letter. Write ence in milk, ice cream and cottage cheese. ber 10 cans, any combination, only $15.00 : 
to Box 176, care of this publication Reply to Box 10, care of this publication. Write Choate and Atkins. Eustie, Flor hing re 
10-M->1 10-M-51 ida. 10-M-51 





Low Cost 
Sanitary Way 


Safer x Faster Kill! Ps 
















— 
to CLEAN [sab ig 4: 
ALL CANS[V1" WASHER MILL CREEK ‘‘B” 
For rapid knock-down and lethal wing cont 
Thoroughly cleans in- paralysis of flying or crawling insects the | 
side of straight or ir- a by quick-kill leg paralysis. tank 
regular shaped cans. Og OF spray. en, 
Multiple fingered rub- ‘py 
ber scrubber gets to MILL CREEK ‘‘R - 
every corner and Residual spray for walls, ceilings, 
. doors, conveyors, woodwork, Quick- 
crease. Electrically op- kill and repellent power up to + 
erated. Attach water DAIRY weeks deadly action. Both products 
line, plug in and it’s Scrubs a dairy plants when used as 7 
ready to go. INSIDE ANY CAN i. ee Used 
Write, Wire or Call for GETS so complete fogging 
spraying equipment. Hand or 
FREE FOLDER THEM [RLENZAD motor power. Write for details. LU 
GORDON JOHNSON COMPANY 407: 
2519 U Madison St., Kansas City, Mo CLEAN! KLENZADE PRODUCTS, INC., BELOIT, WIS. latinas 
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MISCELLANEOUS 


FOR SALE—Dairy Grape-ade is prof- 
itable. Your total cost 9c per quart. 
Write for sample to Bradway Chocolate 
Company, New Castle, Indiana. 10-M-51 





= 

FOR SALE—Dairy Orange-ade base 
made from fresh oranges. Write for sam- 
ple to Bradway Chocolate Company, New 
Castle, Indiana. 10-M-51 


> 
A PLACE IN THE SUN 


(Continued from Page 24) 


Center, N. Y. A completely new re- 
ceiving station with facilities for sep- 
grating and pasteurizing cream has 
recently been This 
plant is laid out and equipped in 
such a way that whole milk can be 
received, cooled and placed in storage 
for later tank truck transport to the 


erected there. 


main plant, or all, or a portion, of the 
milk received may be separated. 
Three cream pasteurizing vats and a 
cooler are installed together with 
ample storage space to enable holding 
camed cream for as long as may be 


desired. 


A portion of the adjoining old plant 
at Davenport Center is now being 
equipped with a roller-type drier and 
necessary auxiliary equipment to han- 
dle skim milk produced in the new 
plant. 


In 1936, thinking no doubt to get 
even closer to the dairy industry, Mr. 
James De Korte purchased a farm to- 
gether with additional acreage in Sus- 
sex County, N. J., where he has since 
developed one of the finest and largest 
pure-bred Guernsey herds in the East. 
The farm buildings and its manage- 
ment are typical results of the plan- 
ning responsible for the growth and 





Lumentte 





controls—to within 1/100 inch 
the level of milk or mixtures in 
tanks, vats, pasteurizers, cool- 
ers, freezers, fillers, etc. 

Absolutely sanitary 

Instantly cleaned 

No moving parts 
No floats 

Saves Milk—Money—Time—Labor 
Used by leading dairies, coast to coast. 

Write for Bulletin L140 


LUMENITE ELECTRONIC CO. 


407 S. Dearborn CHICAGO 5, ILL. 


a, 
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MILK LEVEL CONTRO 


success of the Franklin Lake Dairy it 
self. Needless to say, the 35 to 40 
cans of milk produced daily on this 
farm are sold by the Dairy under the 
“Golden Guernsey” trade mark. 


The Franklin Lake Dairy’s system 
of distributing milk through inde- 
pendent retail routes is not an exclu- 
sive idea. But, through the applica- 
tion of intelligent management and 
a heavy emphasis on quality, the De 
Kortes have made their operation one 
of the best. 


INDUSTRY PROBLEMS 
(Continued from Page 44) 


quarter are allowed to run across such 
a plate and a very light pinkish cast 
can be noted, there is blood in the 
secretion. 


It would be wise to take samples 
from and these to 
stand where the cream may rise un 
disturbed for at least 12 hours. The 
offending animal's milk should be easy 
to spot by the color of the cream layer 
since the rising fat will carry the blood 
cells along and give a pink appearance 
to the cream. 


each cow allow 


difficult 


animal when the condition 


It is often to locate 


the sick 
does not occur each day. It may re- 
quire some patience and repeated at- 
tempts before the source of such milk 
is found. 


very 


If you cannot locate the cow, your 
best recourse is to call in your veter- 
inarian or the local health officer. 


There is a chemical test for blood 


cells in milk where a small sample 
from the first stream from a quarter 


is poured onto a filter paper and a few 
grains of benzidine are added. 











AVOID BREAKAGE, 
Use the STRONG carton. 











end: STRENGTH! 


The Key to Egg- Profits: 





Write tor information: 





ROBERT GAIR COMPANY, 
New York - Toronte 


PAPERBOARD - FOLDING CARTONS 
SHIPPING CONTAINERS 


Inc. 














The 


spot is then exactly covered with gla 
cial acetic acid and drops of hydro- 
gen peroxide are added to the mix- 
ture. The development of a blue or 
green color shows the presence of ab 
Your 


provide all the 


normal numbers of blood cells. 
local druggist can 
above chemicals. 
Direct 
samples under the microscope will 


examination of individual 
give information to a skilled technician 
and also would aid in detecting the 
animals involved. 
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Omaha, Nebr. 


yols 


The GALLAHER Company 


TURE REMOVAL! 


GALLAHER Air-Van 
Power Exhauster 


Motor OUT of the airstream solves dairy 
industry problem of exhausting moisture 
entrained air without motor damage. Ex- 
tremely rugged construction. economical. 
Independently Certified Ratings. Capacities 
150-12,000 CFM. Static Pressures to 134”. 


See your Gallaher representative for scale model 
demonstration or write 4108 Dodge St., Omaha 
3. Nebrasko 


Owetonna, Minn 
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